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“NOT TOO HOT TO HANDLE” 


Successful handling of fire or motion pictures calls for skill 
and know-how of a professional character. 


Both of these techniques are exampled in the sound 
motion picture "Not Too Hot To Handle,"’ produced for 
Walter Kidde & Co., Inc. It is the privilege of The Jam 
Handy Organization to cooperate with Walter Kidde & 
Co., Inc., in this activity designed to save 
lives, property and jobs. 

Whatever your business story . . . it can be 
dramatically told with striking pictorial 
treatment, by using the help of 


An educational Je 


. . JAM HANDY 
color motion picture 


on fire and 
fire protection 


VISUALIZATIONS e PRESENTATIONS e LIVE SHOWS e MOTION PICTURES e SLIDEFILMS e TRAINING ASSISTANCE 


PITTSBURGH 22 DETROIT 11 DAYTON 2 CHICAGO 1 HOLLYWOOD 28 


NEW YORK 19 22 E vw . 
310 TALBOTT BLDG 230 NORTH MICHIGAN AVE 5746 SUNSET BLVD 


1775 BROADWAY 930-932 PENN AVE 2821 E GRAND BLVD 


oe New Gort neal 


In the first 4 months of 1953, as in the last 10 years, 
the Journal-American carried far more retail food 
advertising than any other New York newspaper 


Create 


of Rela 


JOURNAL-AMERICAN 


2nd evening paper 


3rd evening: paper 


Ist'morning paper 


2nd morning paper 


3rd morning paper 


4th. morning paper 


OR more than a decade New 
York grocers have displayed an 
almost unanimous preference for 
the Journal-American ... and with 
good reason. 
It is the result of years of imme- 
diate over-the-counter sales action, 
the same kind of action that can 


move merchandise over your coun- 
ters if you gear your advertising to 
every member of the family when 
they're together at home. 

Use New York's largest home- 
going newspaper... 112,000 fami- 
lies more than the second evening 
paper; 264,000 more than the third. 


Journals % 


A N HLE APER iH 


NATIONA 


Retail Grocery Linage, First 4 Months 1953 
Source: Media Records 


A HEAKST NEWSPAPER 


LY REPRESENTED BY HEARST ADVER 


want to take 
a close look 
at industrial 


buying-action ? 


If you're interested in selling to industry, 
you'll be interested in N.E.D.’s just com- 
pleted study of Essex County, New Jersey. 


Because ESSEX is typical of hundreds of 
important industrial counties throughout 
America, we took it apart to “see what 
made it tick This study gives you the 
information you need to evaluate ESSEX 
County's importance as a market... and 
then to determine how effectively N.E.D. 
can help you sell in that market. 


Penetrating studies show how N.E.D. is 


used in important plants ... who reads it 


and why...and the effect it has on 


actual purchases 


If you haven't read the Essex County 
report, drop us a line. We'll be glad to 
see that your copy is mailed immediately. 


@ 66,699 COPIES (Total Distribution) 
@ 200,000 READERS 
@ in 40,209 PLANTS 


A PENTON PUBLICATION 


1213 West Third Street 
Cleveland 13, Ohio CCA! 
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ADVERTISING 


How Reliance Overcame 
“All Motors Are Alike” 


Even competitive electric motors look like twins. Yet, through 
a sales campaign of reasons-to-buy, Reliance Electric chal- 
lenged the industry adage, “All motors are alike,” 
it was in the A-c. market for keeps 


By E. E. Helm, Sales Vice-President, The Reliance Electric & 
Engineering Ce 


and proved 


CONTESTS AND PRIZES 


Why Distributors Now Spend 
“More Time with Trumbull” 


Plain indifference almost killed the market for Trumbull 
Electric’s new safety switch. Then extra incentives and a 
bushel of sales and training aids stirred up distributor en 
thusiasm—and doubled sales in three months 

By W. B. Dixev, Merchandise and 


Advertising Manager, 
Frumbull Electric 


When the Dealer Failed 
To Ask for the Order 

Any farmer who went into a Southern States Cooperative 
store could claim a free quart of motor oil if the dealer sales- 
man forgot to inquire about his spring seed needs. A postal 


card produced readership—and spot sales. 


By T. K. Wolfe, Director, Volume Building Services, South 
ern States Cooperative 


CORRESPONDENCE 


How to Put Warmth and Friendliness 
Into Your Letters 


No. 5: The Sales Promotion Letter 
By Robert E. Smallwood, Vice-President, SALES MANAGEMENT 


DOOR-TO-DOOR SELLING 
Three Door-to-Door Sales Groups 


What are your company responsibilities when you sell through 
the independent salesman, the independent sales organization, 
and the controlled group? 

By Norman Brucks 


GOVERNMENT 


Will Some of the Toughness 
Be Taken out of the Food & Drug Act? 


The Food and Drug Administration has been ordered to call 
off a clean-up of box cars and elevators carrying wheat. Was 
the FDA wrong in starting the investigation? Or do handlers 
have a case which had not been fairly heard? 

By Jerome Shoenfeld, Washington Editor 


MARKETS 


Babies Mean Business 


The 3,900,000 babies born this year will ring millions of 
cash registers. This new survey shows what new mothers buy, 
where, when and why they buy it. It shows, too, how family 
housing and recreational habits are changed when a baby 
comes. 


By A. R. Hahn, Managing Editor 


A Simple Kit Helps 
Nail Down a Market 


A substantial remodeling and modernization market exists, 
but manufacturers’ marketing aids often misfire for dealers. 
Domestic Engineering’s bright sales kit helps dealer-contrac- 
tors create new business for everybody in the industry. 


SALES MANAGEMENT 


116 


PACKAGING | 
Golden State Line Gets Family Identity 
In Wholesale Face-Lifting & 
And more than packages was involved. The redesign program 


fanned out to include company trucks, letterheads, driver 
uniforms, plant buildings and outdoor advertising. Object 


* 
to get in step with today’s self-service trend vertisers 
By Elsa Gidlow 5 


PRODUCT DESIGN 


In Men's Suits 3 & 9 4 ; 
Haspel Must Be Nimble | fj 


First buyers rushed Haspel for linen . then cotton seer 
sucker and now for Orlon. By setting and following fab 


a 
ric and fashion trends for 43 years, Haspel sells 26% of all vertisements 
summer suits 


By David Markstein 


sib Thomas Register for 


Little girls love Kay Stanley—and so do mothers who buy 


her cake mix set. So do Pillsbury and retailers who’ve found 1953 went to press 
a bonanza in a toy that teaches and entertains ; ‘ a 
with this record. 
RESEARCH 


By David J. Atchison 
Corrections to SALES MANAGEMENT’s “Survey of Buying @ 93.4% renewal by the 9,956 
a ee oe advertisers in the 1952 Edition, 
SALES CAMPAIGNS coupled with hundreds of un- 
Too Little Buyer Ar petite? . sought testimonials attest to 
Or Too Little Creative Sales Effort? profitable T. R. advertising for 
Homer Laughlin China Co. gives the customer an immediate diversified U. S. Industry. 


reason to buy . adds, at the retail level, some strong incen 

tives to sell. Here’s the story of a profitable promotion in a Thomas Register produces 

department where “nothing ever happens.” g i a 
Sales Leads, not mere inquiries. 

T. R. is not read for editorial 

content — it is consulted When 

Buying is Contemplated. 


SALESMANSHIP 
How to Build A Sale 


SALESMEN'S COMPENSATION 


| Stand Four-Square on The Only Paid Circulation 
Straight Commission Pay Plans in the field — 


P 
. but commissions must be generous, and the territory must ABC 96% Paid 


be adequate. And company policy must recognize that sales- 


men want dignity in their jobs, recognition for good work, 
and opportunity to exercise their own initiative. 
By H. J. (“Jack”) Dow, President, Louis F. Dow Co 
How Six Companies Head off 
Split Commission Scuffles 
Here’s a summary of policies governing split credits 5 
SALES PROMOTION 
Queen Elizabeth's Coronation 


Sparks Royal" Salads 461 EIGHTH AVENUE — NEW YORK 1, N.Y. 


Ihe crown-shaped Coronation Salad has been a runaway hit 
for the Cling Peach Advisory Board. It was built around an 
absorbing historic event, and it was an ideal tie-in for dairy 
products and salad-type foods 

By S. E. Plumb, Advertising and Merchandising Manager, = 
Cling Peach Advisory Board . . i “ 
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Prominent Users of Strathmore Letterhead Papers: No. 105 of a Series 


QUALITY gives momentum 


in the long haul! 


Long before the advent of the motor truck, Fruehauf was a significant 
name in transportation, Even before the turn of the twentieth century. 
August C. Fruehauf had a combination blacksmith shop and wagon-works 
in Detroit that was considered one of the best in the country. It was the 
pioneering persistence of this man that inspired the idea of perfecting a 
more “modern” wagon—a trailer—and coupling it to the newly-born 


gasoline engine—the motor truck. 


Today, the largest builder of trailers in the world, Fruehauf still works 
with an insistence upon precision and a care for detail inherited from its 
founder, Even in its choice of a Strathmore Letterhead Paper for its 


correspondence, the insistence on quality performance is evident. 


Whenever quality expressiveness is the standard of measurement by which 

letterhead is judged, you'll find that Strathmore is by far the leading 
choice of successful business firms. For the quality of Strathmore Letter- 
head Papers represents integrity and reputation. Let your supplier show 
you your letterhead design reproduced on one of the Strathmore Papers 


. you ll see how much quality can really say! 


Strathmore Letterhead Pape rs: Strathmore Par hn f Strathmore Script Thistlemark 
Bond flexandra Brilliant fay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Er ‘ag Company, Westfield, Mass 
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Unit costs of most things you buy 
—and 
But an 
advertising dollar buys more in 


have gone up nearly 100 
so have publishing costs. 


The Milwaukee Journal today 
than in 1933! 


Because of steady circulation 


growth, The Milwaukee Journal 


JUNE #5, 1983 


general advertising rate per 1,000 
reader families is 18‘: less than 
in 1933 for the daily issue, and 31' 

less on Sunday. 
Moreover, the reader 
family today is worth far more to 


average 


the advertiser. Median family in- 
come in Milwaukee county is ap- 


proximately $4,700 compared to 
$1,500 twenty years ago, and only 
$1,800 in 1940. 


That’s why The Milwaukee 
Journal 1953 advertising dollar 


is just about the “buyingest” 


dollar in the business! 


THE MILWAUKEE JOURNAL 


Leading Newspaper in Advertising Linage Since 1949 


RTHWEST FARM QUAD 


THE UTAH FARMER 


PACIFIC NO 


O FARMER * 
THE OREGON FARMER * THE IDAH 


THE WASHINGTON FARMER 


For four years in succession, the Pacific Northwest Farm Quad 
research department has checked with farm residents cooperating 
in its annual consumer buying intentions survey to determine just 
how accurate farm buying intentions are. The results of the check 
—reported in the 1953 edition of “What's Being Bought’’—reveal 
that in 1949, 1950, 1951 and 1952 farm residents of the rich 
Pacific Northwest farm market actually bought more than their 
buying intentions indicated they would buy. That's right—they 
bought more. 


SALES MANAGEMENT 


j Pacific Northwest farm receipts rose another 6.7% in 


. . 1952, to a new record high of $1,625,926,000". This was 
‘our Gutde to Farm Buying an increase of $523 per farm, and boosted the average 


. “f° income of Washington, Oregon, Idaho and Utah farmers to 
in the Pacific Northnest more than $2,200 above the national farm average 
AVAILABLE NOW! int tee | ; 
Naturally business is good. The consistent prosperity of 
The Thirtieth Edition of the Pacific this great four-state farm market is reflected in the con- 
Northwest Farm Quad’s Annual Consumer tinued heavy buying of manufactured products. 
YY gi > 953 j y > i 
iE alg eh a a ee What are Pacific Northwest farmers buying? You'll 
eS Se Coens oe find the answers in “What's Being Bought in 1953’’—just off 
Farm Machinery and Equipment the press. It gives the farmers’ own buying plans and 
4 ie. RT brand preferences for 148 products—from fence posts to 
Automobiles, Trucks and Accessories 


combines and from cake mixes to sewing machines—and 


Plumbing, Heating and Cooking Equipment includes a special report on mail order buying. 


Electrical Appliances and Equipment 
a ia - . “What's Being Bought in 1953’—the 30th edition of the 
Livestock and Poultry Feed and Supplies , aon 
oldest consecutive consumer survey in America—is based on 
, information supplied by 4,000 farmers constituting a 2% 
Canning Supplies sample from each county in the four states. 


Food Products 


Household Supplies 


It's timely—factual—pertinent. It contains ‘information 
Petroleum Products that can help you take fullest advantage of sales opportuni- 
Building Material ties in this outstandingly active billion-dollar farm market. 

And it’s yours for the asking. Write our advertising man- 
Clothing ager, or contact your nearest Western Associated Farm 
Papers representative, and a copy of “What's Being 
Bought in 1953” will be promptly mailed to you. 


*Does not include government payments 


ADVERTISING REPRESENTATIVES 
Western Associated Farm Papers, Chicago, New York, San Francisco 
GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 


THE BILLION DOLLAR 
FARM QUAD MARKET 


4 


- * 


HOPE TO DYE... For small fry, like these, who sometimes have difficulty squeezing 
a design on an Easter egg produced by hens, the California turkey growers recom- 
mend the egg type produced by turkeys Practically unlimited scope, say they. 


r i j : . | q 
the science ot Alin with signs : 2 rain Wy) 


America’s largest and most experienced 
manufacturers of illuminated signs 


700 Neon Avenue Lima, Ohio 


FIVE BOOKLETS TO HELP $ How Not to Lay an Egg 

YOUR SALESMEN SELL!? K’verything is bigger in California. 

ing their little ones at this past Easter’s egg roll, must have de 

Send $1.00 with your name and ad- cided that eggs are becoming too large for even California hens. 
et 


those troubled parents in on the trade secret: ‘Those 
weren't hen eggs. 


But a lot of parents, chaperon 


dress attached to this ad and mail Phis is to | 
today for this set of handy booklets 


on selling techniques. Only one set According to the California turkey industry, turkey eggs hatched 


to a customer. out some extra sales this year. And all because the industry, with 


‘iia the problem of selling more of its birds close to home, persuaded 

+ short course m ) & T - ° . . . . 

unsup | SHIP by J.C. Aspiey. Packed with service clubs and organizations that the old American tradition of 
helpful suggestions on selling funda- y Tr eos ‘ » > . vo re 
mentals. Over 300,000 copies sold Kaste r egg rolls would not shatter utterly if turk Vy eggs were sub 
SELL BY GIVING by James T stituted for the variety produced by hens. (When you have 20 
MANGAN. A remarkable philosophy and million pounds of turkey on your hands—as the California turkey 
approach to selling which simply can- : ‘ : : 

not fail. Over 200,000 copies sold industry had before Easter—you'll upset a lot more traditions than 
a eee or Fane vague egg rolls to unload them.) Some of these turkey eggs were Very 

xy JAMES ANGAN very . . 

salesman must sell himself before he Sper ial, as we shall see later on. But the object of the whole deal 
i rll anyth This book blueprints : . . 

the way. Over 300,000 copies sold. was to get families to think about turkey as an Easter bird 


HOW TO SELL QUALITY by J. C. or an all-year one instead of one which appears on the table at 
AspLey. Tested methods to overcome « i , — . ¢ 

price objections and sell a quality prod- I hanksgiy ng and hristmas. 

uct in a buyers market. Over 500,000 

copies sold 


‘ali ia @ . » ift > TS » 

STEP OUT AND SELL by W. E California growers produce about a fifth of the total U.S. turkey 

PT... \\Horcer, former sales manager for poundage, And the guy who is spearheading this eat-more-turkey 
| ~~ \\Chevrolet. An inspiring book that packs . . . . 

-_ a real punch. Over 250,000 copies sold drive is a gent named Eugene Beals, manager of the California 

Furkey Promotion Board. Throughout the vear, Beals and his com 

mittee sit down together and wurra-wurra over ideas for getting 


turkeys into the California news. 


| 


Each booklet averages 64 pages, size 
4 x 6”. Practical, down to earth, and 
packing a wealth of help, millions of 
these booklets now used in training by 
some of the largest companies in all The turkey egg stunt for Easter was planned back in January. 


me 
lines of business. A month or so later every turkey producer of any importance in the 


DARTNELL state was briefed by the Board on Operation Turkey Egg. This was 

_Oo oy ¢ “r | » *< i! J le S require < uf f) 
MANAGEMENT TRAINING AIDS the grower's strategy outline, estimated by Beals to require about 1 
60nd Guseenis tees. Chicago 40, til. hours of a grower’s time if he worked actively. 


SALES MANAGEMENT 


INDIANAPOLIS... First In The Nation! 


\ record-breaking $6,942 average income per household,* plus a fast- America’s No. 1 Market* 


growing population of over 550,000, qualify Indianapolis as America’s 


sili tale sil in Average Income 
For winning sales performance, Indiana’s two largest dailies, The Per Household Among 
Star in the morning and The News in the evening, give you saturation Cities of Over 400,000 


coverage of this No. | market, supercharged with an effective bonus cover- 
*Consumer Income Supplement, 
1953 Standard Rate & Data 


age of the 44 surrounding counties. Stay ahead in the sales race. Get full 
: Service 


market information. Write Paul Grimes, National Advertising Manager, 


Indianapolis Newspapers, Inc., Indianapolis, Indiana, or... 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


JUNE 15 1963 


1. The grower asked his Chamber of Commerce 
figures in the area’s Easter Egg Hunt. 

2. He called on the chairman of the Hunt and told hin 
as a representative of the turkey producers of California, would 
the chairman’s cooperation with a plan he would explain. 


LEVI-STRAUSS' . 


consistent ads in The 
Beacon Journal are 
reaching ... 


When cooperation Was won, he offered to donate tu key eggs 
(about 10% of the total number of eggs used) to the Hunt. If f 
any reason turkey eggs were scarce in the region, the grower could 
obtain them from the Turkey Board’s headquarters in Fresno. 


0 


4. If the service club committee handling the Hunt could not dve 


/ the eggs, some means was found to have this done. In some communi- 
0 ties wives of turkey growers dyed the eggs. 
Z 5. The local grower sent all information and names of participat 


ing service clubs on groups to Board headquarters so that thei 
cooperation could be acknowledged. 


6. The grower was given a new release which he was instructed 
OF THE HOMES to rewrite with local emphas s fo publ cize the local Hunt (0 
Hunts) and to submit to his local newspaper, radio station or am 


There's no other me- other source of publicity, 


dium or combination 7. The Board sent Easter banners (“Easter Time Is Turkey 
of media that offers I me ) to the grower, urging him to d stribute as many as possible 
n his area, The objective was to give food dealers the idea of pro 


so much for so little moting turkevs at Easter time. 


and one special egg. 


One Special Egg was given to each Easter Egg Hunt. It was in 
scribed “Easter Time Is Turkey Time,” and was one of the special 
prize-winning eggs furnished by the Board. If he had promoted 
more than one hunt, one ot these eggs was ncluided Tor Cae h hunt. 
With each egg there was a prize to be awarded to the child wh 


For the WRITE line to |, | found the egg on Easter morning 


! | The original plan was to have Spe ial Eggs and two Ve 
GOoOoD WILL! | ggs, but as it turned out, all ot the egys were Very 
J had been the plan to award small prizes in each community 
two statewide grand prizes, But Seals savs so many miportant 


’ 

: 

; 

, ; were donated that there were grand prizes in almost 
° 

- 


munity that staged an Egg Hunt. Among the prizes for licks 


INSIST ON of turkey eggs were jet model skooters, special boots to go with 


- 


The Onigi / LG. Catalina wind breaker jackets, and other small-fry favorites 
PRESDON Then there were 33 turkey egg hunts staged in that number of 


Maytai supe Markets, for whicl prizes were not awal led. There 
V RITE wasn't much frustration though: 27 of the markets in Southern Cal 
= fornia, 6 in Northern California, asked for and hid 100 eggs 

TV, radio and Hewspapel publicity was obtained tor the events 
Patented, Triangular locally and there was heavy advertising backing. In some ot the news 
Shape Fits the paper copy all stores that featured ‘Turkeys-for-Easter were listed. 
Stores were called on in advance by industry field men, most. of 

Natural Curve 


whom worked voluntarily on committees for | aster promotion, 
of the Hand. 
. 


The turkey men, to put if m ldly, are in excellent spirits ove 
results. They report that 4,697,000 pounds of turkey disappeared tron 
cold storage during the month of March. This is 1,170,000 pounds 
more than the 1951 March record out-of-storage movement. All 
sales figures are not in, but the Greater Los Angeles figures show 
that 1,227,000 pounds moved there during the first week in April, 
which was the week before Easter. 


One large Los Angeles super market chain informed the Board 
erberu PEN CORP. that it sold five turkeys tor every ham purchased in their stores. Con 


ENGLEWOOD, N. J,, ments Beals jubilantly: “Easter Time was truly Turkey Time!’ 
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DELICATE 


NATURAL 


FLAVOR 


Three Words 


that made housewives forget 


iF was available. It was cheap. 
It was reasonably nutritious. But 
the flavor of World War I “oleo” 
was far from perfect. 

So when the wartime stimulus 
of eating it ‘‘to be patriotic’ ended, 
margarine production sank. 


Long before the start of World 
War II, however, scientists in 
Swift’s Food Research Laboratories 
had a dramatic development. They 
learned that by using choice ingre- 
dients and by exercising complete 
control through the processing, 
could produce—without the 
addition of artificial flavoring—a 
margarine of definitely superior 
flavor and texture. 

This was Allsweet ... a product 
so different from the World War I 
model in reality, a 
new product. 


they 


that it was, 


How could housewives be per- 


5 1953 


suaded to try this new margarine 

. SO nutritionally consistent and 
with the flavor and texture they 
wanted in a spread? 

Swift saw that the time was ripe 
to establish their new and different 
margarine. Because of the war, 
shortages had developed. But Swift 
knew that even shortages would 
not overcome a long memory of 
old-style margarine! 


To get millions of women to 
forget their long-standing preju- 
dice against the very word marga 
rine, our client enlisted the power 
of mass education. 
the air, Swift 


In print and on 


said again and again, to as many 
housewives as possible, Allsweet is 
the margarine with ‘‘delicate 
natural tlavor.”’ 


On billboards, in magazines and 
newspapers, on network radio, 
Swift held out the promise of this 
flavor. They kept that promise. 
The result? 

Today, Allsweet is one of 
America’s favorites. Every month 
more and more housewives set it 
proudly on their tables. 

Can these benefits of mass edu 
cation be better utilized in your be 
half as well? We'd be glad to talk 


to you about it. 


J. WALTER THOMPSON COMPANY 


4120 Lexington Avenue, New York 17, 


cago, Detroit, San kt 
Mexico ¢ 


New York City, Cl 
Montreal, Toronto, 
Chile), 
Cape Town, 


antiago 


Elizabeth Durban, Bomb 


Aires, Montevideo, Rio de Jan 


ty, Buenos 


London, Paris, Antwery 


NM. ¥- 

», Los Angeles ashington, D.C., Miami, 
fo Paulo, 

Port 


ydney, Melbourne, 


hannesburg, 


VILAING PARLOR 
metal stalls hold cow while 
milking machine ts in use 


Costs fram $500 to $3000 


HAY BALER 


COMpTresses 


hay quickly into neat tied hale 


after cutting 


S500 to S2000 


Costs from 


~The old gray mare, she...” 


@®eeeeeoeoeaeeeaeeeeeeeee eee 
FARM POWER & MACHINES 
from USDA bulletin, February 1953 

1920 (estimated) 1952 
. 25,742,000 6,293,000 
Tractors 246,000 4,170,000 
Motor trucks 139,100 2,410,000 
Combines 4,000 887,000 
Corn pickers 10,000 588,000 
Automobiles 2,146,300 4,350,000 


Horses and Mules 


Obviously, the old gray mare ain't what 
she used to be! Nor is Dobbin. What has 
happened to the horse highlights 
dramatically the change in American 


agriculture in a single generation. 


Avr rune end of World War I, most of the 
horsepower on American farms was horses, 
and mules — 27 million in L918. The current 
count ts 6 million, and going down. 

Phe equine exit released 65 million acres 
of cropland about one-sixth the total which 
now supports 50 million more people than the 
country had in 1920. 

| he hae hine proy ides more horsepower, 
and more efficient manpower. For instance: 

In an average day, one man... with two 
horses plows 1.5 acres: a tractor-drawn plow, 
lO acres... with a two-horse team cultivator 
covers 7 acres: a tractor, triple the acreage ... 
with aseythe cuts 1.5 acres: a tractor mower, 
I8 acres... picks 75 bushels of corn, while a 
two-row corn picker will do 1.000 bushels. 

Hand milking a cow takes 10-12 minutes: 
a milking machine needs 3-5 minutes, and 
one man can handle several milking machines 

~Pitehing a load of hay is an hour’s work 
for two men: a mechanized loader will do the 


job in 20 minutes. 


Pie macuine changed farming from a 
handicraft-husbandry status to an industry 


.. brought larger scale operation, with higher 


efficiency, lower costs: larger output with a 

smaller labor force: fewer and better farms. 
The distribution of farm machinery closely 

parallels farm production and profits. 

In the fifteen Heart States which produce 
about two-thirds of the country’s foodstuffs. 
are 04% of the farm automotive units, 60% 
of the garden tractors, 72% of the combines, 
76% of the milking machines, 81% of the 
grain binders, and 93° of the corn pickers. 

And Heart States farmers earn more than 


half the total U. S. cash farm income .. . 


CORN PICKER 


than scarce workers 


self-powered, more efficient 


Costs fram S3000 to $3500 


represent an important share of the national 
market. This market portion is largely missed 
by the national advertiser. General media, 
including TV, cover it lightly. One magazine 
has high penetration among the nation’s best 
farmers. and real influence built on fifty vears 


of significant service SUCCESSFUL FARMING. 


For rirry years, Successrun Farwive 


has been helping Heart States farmers save 
work, save time, improve production, make 
money, and live better. 

This magazine strongly supported the 1-H 
club movement, farm electrification, better 
machinery and methods, soil conservation, 
fertilizers, better types of plants and herd, 
better marketing, and technical education 
usually in convineing case histories. It is the 
operating manual for farm business, guide 


book to better farm living. Every SF issue 
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Meredith Publishing Co., Des Moines 
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contains scores of items, pertinent, proven, 


profitable —and put into use by its readers. 


{nd SuccessruL Farming has 87° of 
its 1,250,000 circulation in the Heart States 
matching machinery, production, buying power! 
These SF subseribers in the Heart States 
higher investments in 


have larger farms: 


land, livestock, buildings, equipment; better 


CORN DETASSLER 


from stx rows of corn ata time 


self powered, SIrips tassels 


.. Costs $800 to $1500 


brains and methods. larger yields and returns. 
Pheir farm cash incomes average more than 
$10,000 64% above the US farm average! 

These SF farm subseribers have enjoyed 
record prosperity for a dozen years, have 
paid off pre-war mortgages, reduced debts. 
spent billions in expanding and improving 
physical plants — have billions still to spend, 
Poday’s homes reflect their prosperity, 


Phe \ 


and redecorating: 


are building new houses, remodeling 


installing central heating. 
modern kitehens, new bathrooms: and 
buying draperies, furniture and furnishings 
they 


onan IM pressive scale, \s Consumers, 


have more spendable income than any 
urban group. 
For sales today, and potential tomorrow 
. to better 


balanee national advertising 


schedules ...every national advertiser need 


SUCCESSFUL FARMING. 


Successful Farming vic win « 


the nation’s best farm families, concentrated in the fifteen agricultural Heart States 


where farmers mean big: business! 


Veu York 
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Cleveland, Detroit, Atlanta 


Chicago 


Get the facts at any SI office 


San I rere 
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IOWA PEOPLE 
WUbeh-Play-kve 
BY RADIO! 


lowa Radio Users Spend More Than Twice WHO is the favorite radio station in lowa — is 
“heard regularly” by 68.5& of all lowa families 
Much Time With Radio As With apa Mage. . 
As cee as compared with 31.9% for Station “B”. 
e . 
All Other Media Combined! 


Gag-writers’ humor to the contrary, we all know of the industry’s most highly-respected. audience 


Write for your copy of the Survey, today. It’s one 


that the American housewife is a very hard analyses. You will find it intensely interesting. 
working individual. Much as she might like it, 


there's relatively little time for “chaise longues, 
bonbons and novels” (or for television, magazines Li 
and newspapers). What a plus this is for adver- 
tisers who use radio! rT 


The 1952 lowa Radio-Television Audience Survey 


shows that lowa women use radio 44.6€, of all + for lowa PLUS * 


the weekday time they are “at home and awake Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 


48.8°, of this time they are also “working in the 
home”™’—— cooking, washing dishes, etc., etc. They 
average 5.75 hours per day listening, as compared , P. A. Loyet, Resident Manager 


with 1.56 hours watching TV, thirty-four minutes 
— 
Y 


reading newspapers, and twenty-three minutes 
Cr FREE & PETERS, INC. 


National Representatives 


reading magazines! 
8g g 
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COMMENT 


Management by Show-of-Hands 


lh es a hoary old non sequitur Iving around here somewhere 


la s le ading us to some management de sions of debat ible wisdom. 


Faced with the need tor answering an unsol yoblem or making 
revision in established policy, we write to - editors, make a 


irsory field check, and then recommend a of action because 


the majority of companies do thus and so.’ 


\lanagement men, 
Ke shee] feel a measure of safety in numbers. loo otten they 
ccept without much argument, the policies and procedures that 

been most widely adopted. If the bellwethers in the field 
plus a mayority ot the also-rans, endorse a policy, that too tre 
quently becomes a reason for acceptance of validity. It just isn't 
sound We d do better to seek the answer to the question ~ ndetr 

mstances, what is right?” 


iny that has the initiative to base its decision on what 

rather than on who-does-it and how-many-do-it often be 

omes the beneficiary of its fresh approach. Many a small com 
growing big because it consistently refuses to be imprisoned 


litional wavs of its industry. 


jority of companies still do not make a practice ot con 
nination interviews when salesmen resign. Yet, if turn 
i¢ sales torce Is CXCESSI\ such mrerviews would provide 


this condition. The 


able data on what's responsible Tol 
still lack effective systems tor the prompt and efficient 
Inquiries Trom advertising, from the salesmen, and fron 


who want service and mntormatfion., 


jority do not have a policy manual ‘| he majority. are 
spending by a substantial marvin on n irket research, The 
worry have figures on manutacturing costs out to the sixth decimal 
know their cost per call Phe majority do little to mer 


vertising. And so, on and on. 


Let's 1 therefore, accept mere extent of practice as the final 
nswer to any management arguments, Let's seek out, instead the 
ost efhe ent of modern procedures set them against our own com 
nv background, and make our rules accordingly. There are times 
en solidified opinion is thoroughly right. But at least let’s have 


nirage to challenge such opinion and be sure it is right for ws 


We Need More of This 


Washington the othe dav, a businessman temporarily con 


nto a highly-placed brireaucrat related this incident. 


“Why don't you,” asked an old triend of the new kev official, “stop 
‘XN’ tvpe of material and, instead, purchase ‘Y,’ [a man-made 
which has been widely adopted by industry?” 


‘The old friend continued: “For years I have been buying fron 
department the worn-out ‘X’ material and selling it as waste 
id at a very good profit, too. I believe that if you converted 
department to the SY’ tvpe of material your bags would last 


} 


I probably would be out some business, but the government 


ve money. 


1953 


Are 

home owners 
“at home’ 
to your 
products ? 


House buyers are an advertiser's de 
light because after the house comes 
the buying of everything that’s needed 


to make it a home 


And in the New York market, more 
houses are bought and sold through 
The New York Times than through any 
other New York newspaper. Here’s why 


In a recent survey, hundreds of real 
estate brokers were asked: “In what 
one New York newspaper does yout 


advertising produce best results?” 


The New York Times was chosen by 
78.5%), more than 11 times the number 


who named any other newspaper 


Another survey, of a cross-section of 
the population in the New York mat 
ket, asked: “Suppose you were in the 
market for a suburban home. To which 
one New York newspaper would you 


turn first for real estate advertising?” 


Of those who replied, 60.3% said they 
would turn first to The New York Times 


The home is the prime sales source of 
hundreds of products advertisers want 
to sell. And The New York Times is 
the first source of buying informa 
tion for hundreds of thousands of 
better-buying families. Their respon 
siveness to what they see advertised 
in The Times has led advertisers to 
make The New York Times first in 
advertising in the world’s first market 


for 34 years. 
The New Pork Times 


NEW YORK BOSTON CHICAGO, DETROIT 


LOS ANGELES SAN FRANCISCO 


IS 
HNTHUSIASM! 


interest 


he 
AmME RICAN WEEKLY 
creates WINTHUSIASM 


It’s no trick to outsell others in a competitive market, 
when you present your product with the distinguishing touch of enthusiasm 


which The American Weekly can give it! 


*Enthusiasm is interest raised to the buying pitch! 
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We're sorry that we do not have permission to name the de SELL MORE IN THE 


partment and the product. That is not so important as the attitude 


. s* . . 4 m4 ’ 
ot helping the Eisenhower administration cut waste which is demon- J 
strated in this case. 

Businessmen, who are now so happy about a sympathetic admin | 
istration in Washington, should never forget that the general public O. a e: 
is very much aware that business executives have been placed in 


the top jobs throughout the federal government. 


If the businessmen-turned-bureaucrats fumble, and especially if 
they fail to make good on the Republican pledge to cut waste and 


reduce expenditure generally, the public will be \inclined to place 
the blame largely on business. 


In the past when Congressional investigating committees have set 
up “chambers of horror” consisting of identical products bought by 
government agencies at wide spreads in price, we have jeered at 
those very “stupid,” ‘“‘wasteful” (and 


for 20 years, Democratic) 
bureaucrats. 


Little attention has been paid to the fact that for every = + Winston-Salem 
purchase by the government at a questionable price, there has been — is the home of 
a seller. R. J. Reynolds 

Tobacco Co. 


But now in the public’s mind the officials in control of govern 
ment buying policies are former businessmen, so buyers and sellers 


are in the same boat. If one is to be condemned, so is the other. 


It has always been incumbent on businessmen to help government 


operate efficiently, but now they have a highly personal stake be 
cause their political hides will be tanned if they do not make good. 


So we would like to see business place its best salesmen and its best 
service engineering talent on government business. We do that when 
we seek a private company’s business by demonstrating superior per 
formance, lower costs, and greater opportunity for profit. Should we 
do less for our own government ? 


While we're on the subject of industry-government cooperation, 
let us remind you that . 


GENERAL 
Mrs. Hobby Can Use Help MERCHANDISE 


In some quarters which like to damn all government regulation, SALES FOR 
the 


nsistence by the new Secretary of Health, Education and Wel 
fare, Mrs. Oveta Culp Hobby, that the Food and Drug Adminis , 
tration be given authority to inspect plants probably does not. sit WINSTON-SALEM’S 
very well. Early this vear, vigorous 79-year-old Ira Cardiff, happily 


found that the U.S. Supreme Court agreed with him that the FDA 
does not have authority 


to inspect his apple processing plant, o1 


anyone else’s, under present law. Wy 
\ “ 


As matters stand now, the FDA can ask a company for permission 


TY 
to send one of its inspectors into a plant to look for possible contam 15 7 C0 U N 
ination, but if the plant management says “no,” all the FDA can MARKET 

do is sit outside and fume, and check the product when it gets into 

distribution. (See page 8? of this issue for “Will Some of the Tough $101 982,000" 

ness Be Taken Out of the Food & Drug Act ?’’) *Sales Management, 
1953 Survey of Buying Power 


Obviously most companies welcome FDA inspection—and in fai 
capitalize on it in their promotion, But the companies who refuse 


inspection—whether to protest government “meddling 


+ 


n general Recent official Hooper Ratings 

or to hide a rotten situation—surely will create in the public’s mind show WSIS, the Journal-Sentinel 

the belief that ill business is callous in ht to sy ie, Seen Se ee 

H.R. 2769 would give FDA mandatory authority to inspect, but the the evening! Fer the facet ia 

bill is not likely to pass unless business supports it. AM-FM coverage, it’s WSJS 
in Winston-Salem. 


“This legislation is vital,” says Mrs. Hobby. “Industries nae te? Rep ted by: HEADLEY-REED CO. 
inevitably have their small share of dishonest operators. 
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New York Sunday News Sections circulation 
& percentage of family coverage 


Full Run 
Country . 
City & Suburbs . . 2,459,960—62.0% 
Split Run 1,229, 980—31.0% 
Manhattan 1,165,450—64.0%, 


Manhattan Bronx 
Westchester 
Brooklyn 959,722—63.2% 
Kings 450,013—56.6% 
dueens-Long Island 509, 709-—-70.6%, 
Queens 302,240—65.4%, 
Nassau-Suffotk 207 469—79.7%, 
334,788—53.0%, 
191,012—65.5%, 
119,428—69.6%, 


688, 338—62.4%, 


158,195—64.8%, 


. 4,128,713—total city, suburban, and country 


. 1,668,753—outside New York City and fifty mile zone 


in New York City and fifty mile zone 

every other copy in New York City & suburbs 

in Manhattan, Bronx, Staten Island; suburban 
New York, Connecticut, & Northern New Jersey 
in Manhattan, Bronx, Staten Island 

in Westchester, Fairfield & Putnam counties 

in Brooklyn, Queens, Nassau & Suffolk counties 
in the borough of Brooklyn only 

in Queens, Nassau & Suffolk counties 

in the borough of Queens only 

in Nassau & Suffolk counties 

in Newark & nearby Southern New Jersey counties 
in Passaic and in Bergen and Sussex counties 


in Hudson county, except Arlington, East Newark, 
Harrison and Kearney 


SALES MANAGEMENT 


9°, 
p 
- 

= 
¢ 
A 
— 


Play it any way you like! 


You no longer have to be a Big Noise to sell 
New York! If a symphony program is too steep, 
or your budget won't buy a brass band, you can 
play the metropolitan market your way. 

Just pick the part you want, and make sweet 


music—and sales! 


The national advertiser now has a whole set 
of brand new instruments for selling New York 
piece by piece in Sunday News Sections. 

He can choose the geographic area, size, or 
population segment which best fits his capacity, 
scale, budget, appetite, or distribution plan. 

The advertiser can push for sales in Passaic 
and Bergen Counties, N. J., win in Westchester, 
localize his efforts on Long Island, or make hay 
in Manhattan and Bronx. New York City with 
its suburbs, is packaged separately, with full or 
half coverage. Iwo boroughs, Kings and Queens, 
have their own Sections. 

Full Run with 4,000,000 circulation, offers the 
metropolitan market, plus national coverage. 


Each Section... packages more population 
and sales potential than most other major markets 
.and in its area gives denser distribution than 
any other medium, including other New York 


newspapers, and television stations, 


Ti Sunday News Sections have been used by 
New York retailers for years to move trainloads 


of merchandise, turn up turnover, keep cash 
registers hot all week. All the Sections have 
records for volume sales! 

National advertisers selling through retailers 
can match retailers’ results, get maximum effort 
from a limited budget, reach the most prospects 
and customers at the lowest cost! 

The Sections listed on the opposite page offer 
a wide range of advertising opportunities . . . Ask 
any News office 


THE : NEWS. New York's Picture New spaper 


with twice the circulation of any other newspaper in America 
220 East 42nd Street, New York City Iribune Tower, Chicago 


155 Montgomery St.,San Francisco... 1127 Wilshire Bivd., Los Angeles 
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Tony Bronzo, Jon Beck, Nick Babladelis 


WE ARE SENDING THESE 
THREE YOUNG MEN TO COLLEGE 


I' was a nice warm day in early spring. 


March 16, 1953 to be exact. In the 
beautiful Rackham Memorial Audito- 
rium in Ann Arbor, Mich 


students from the « ampus were waiung 


a thousand 


to hear a debate 


Five young men and one young 
woman from Michigan High Schools 
were poised to debate the question 
“Resolved that the Atlantic Pact Na- 
tions Should Form a Federal Union.” 
The prize the annual Detroit Free 
Press $2500 scholarship awards 

After an brilliant forensic 
display, to Jon Beck of Lansing, Mich., 
went the first prize of $1200; to Tony 
Bronzo of Flint, Mich., $800, and to 
Nick Babladelis of Manistique, Mich., 


the third prize of $500. Jon and Tony 


hour of 


will go to the University of Michigan, 
and Nick to Michigan State with the 


funds provided by these scholarships. 


This debate is part of an annual 
program of co Operation and Sponsor- 
ship by The Detroit Free Press with the 
students, teachers and debate coaches 
of some three hundred Michigan high 
schools a program that has been 
carried on continuously since 1923. This 
debate program is now the largest of its 
kind in America 

On March 24, 


Legislature passed a resolution thanking 


1953, the Michigan 
The Detroit Free Press and its pub- 
lisher, John S. Knight, for their un- 
selfish devotion to the promouon of 
speech activities among the young peo- 
ple of the state. To quote 

“It is the sense of Legislature of the State of 
Michigan that the art of debating is one 
of the most worthwhile school activities and 
one which should be encouraged, for it 


exemplifies the spirited exchange of ideas, 


the rational judging of varying points of 
view, and the resolution of conflicting 
interests by mind rather than by force and 
viole nce, all of which ts the esse NCE of this 


great democracy which is the United States 


of America.’ 

It is an enormous responsibility to 
publish a newspaper like the Detroit 
Free Press. Primarily its function is to 
print news ably, accurately, attractively. 
But we believe another and equally im- 
portant function is to serve Our com- 
munity and state to the best of our 
ability. By entering into a project like 
this debating program we believe we are 
rendering a worthy public service in 
encouraging Our young people to be- 
come better and abler citizens . . . the 
young people who are tomorrow's 
makers of America tomorrow's 
customers for our merchants and our 


manutacturers 


The Detroit Free Press 


“AMERICA'S MOST INTERESTING NEWSPAPER" 
John S. Knight, Publisher 
STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
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SIGNIFICANT TRENDS 


As seen by the Editor of Sales Management for the fortnight ending June 15, 1953 


THE BIGGEST AND LONGEST BOOM 


Those dear-departed davs of the late twenties have long 
been thought of as the big boom years, but Prentice-Hall 
Inc., points out in a recent report that our current pros 
perity represents the biggest and longest boom In U.S. 
history. 


‘Total national output is now at the record annual rate 
of about $365 billion, and even if there is a slight decline 
in the second half of 1953, the year is likely to go ahead 
ot 1952 by about 5%. 


A gradual further rise in public spending—particu- 
larly by state and local governments—will help to oftset 
some of the decline expected later in the year in housing, 
plant and equipment investment, and in consumer spend 
ing tor automobiles and hard goods. Both total and 
per capita real spendable income or “Net Effective” 
personal income after income taxes, and corrected for price 
changes—are at all-time peaks. 


While declines continue to be predicted, the real evi 
dence in the form of current business reports and statistics 
shows that the boom stubbornly refuses to fade away. 


Spending continues in high gear, with recent depart 
ment store sales showing better comparisons than we ex- 
perienced earlier in the year. And of even more sig- 
nificance, are the Department of Commerce reports which 


show there has been a decl ne in inventory accumulations. 


PERSONAL CONSUMPTION 


EXPENDITURES FOR SERVICES 


IN THE U.S. IN BILLIONS OF DOLLARS 


71.5 
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As Humphrey B. Neill points out, “The combination 
of public spending and cautious business operating policies 
is the pertect equation to prolong good times.” 


In fact, it seems almost probable that the much-talked 
about slump may be postponed until ‘next year.” 


Year after year, since the war, the frequently-predicted 
slump hasn't materialized, whereupon forecasters have 
projected the slump ahead till the next year. 


There would be more reason for optimism if our foreign 
trade were in better shape, but of course just when it 
appears that some of the natural demand for hard goods 
and new homes might be abating here, some of the most 
influential people in Washington choose to go all-out in a 
campaign which can only result in losing most of the few 
friends we have left in England and on the Continent! 


What we are saying and doing will almost surely drive 
those countries to increase their trade with Soviet coun 
tries, since we make it so plain that we are pertectly will 
ing to sell, but are quite unwilling to buy. 


ARE AUTOS THE KEY TO PROSPERITY? 


The Research Institute of America has brought out a 
special $-page report, analyzing the tremendous influence 
the automotive boom has exerted on other industries. 


If the present production rate should be maintained, 
we will turn out almost 7 million cars this year—but the 
current sales rate points to sales well below 6 million for 
the year. Auto production has torged approximately 20 
ahead of the first quarter rate at the very time when mak 
ers of most other consumer goods—especially durables 
are leveling out or cutting back to bring output more 
nearly in line with demand and to avoid a pileup of fin 
ished inventories. 


The Research organization does not believe that a dip 
in automobiles will spell a general recession, for even in 
its present dominant position the automobile industry is 
not strong enough to overbalance the rest of the economy. 


‘But the setback in automotive activity could increase 
the severity of any recession that starts in other areas.”’ 


Perhaps this is just another of the expected slumps 
which will fail to materialize, but those subscribers who 
deal directly with the automotive industry or who are 
trying to measure potentials in those areas most directly 
affected by automotive output and sales, might well watch 
such signals as trouble in the used car market, rising dealer 
stocks of new cars, loosening in the steel market, increases 
in instalment credit and any possible slide in new car 
registrations. 


The Cincinnati Enquirer believes that the automotive 
industry is in a “current critical sales situation,” and ef- 
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rective June | the newspaper made a sweeping revision 
of a long standing policy. In the past all metropolitan 
newspapers have had spec ial rates for automotive advertis 
ing which are considerably higher than local rates and ay 
ply whether the space 1s purchased by the manufacturer 
the distributor, o: a local dealer. 


Now the Cincinnati Enquirer will accept individua 
dealer advertising of new cars and trucks at the pre 
vailing retail contract rates in the same manner as all 
other retail merchandise and service. 
ing ot the ruling: 


The prec ise word 


‘Retail advertising rates are available only to advertisers 
who sell to the public through one or more retail stores 
which they own and operate.”” ‘This precludes the pos 
sibility of dealer listing advertisements being published 
at the retail rates 


The automobile rate in daily editions of the Enquire 
has been 43 cents; now individual automobile merchants 
can buy the same space at rates ranging from 32 cents 
a line down to 24! cents, based on the size ot vearly bulk 
space contract 


Whether the / nquirer move will set off a rash of sin 
ilar policy revisions by the newspapers remains to be seen 
but within the fortnight the Supreme Court made a de 
cision which will affect more than 180 jointly owned 
morning and afternoon papers which have unit combina 
tion advertising rates, 


In 1952 the New Orleans ‘Times-Picayune Publishing 
Co. was found guilty ot violating the Sherman Ant 
l'rust Act by its advertising sales policy of . requiring 
classified and national advertisers to buy space in. bot! 
its morning and afternoon new spapers. 


Phe Justice Department contended that was was a 
“torced” rate method unfair to the competing afternoon 
paper, the New Orleans /tem. The Supreme Court 
decided, 5 to 4, that the district court’s judgment must be 


ever sed 


KRAFT AND CAMPBELL MERGE 


\s we look around among the national brands, and 
particularly as we view naturally related items, we often 
wonder why there aren't more joint promotions like 
frankfurters and mustard, or ham and cheese. There 
seem to be nian fold advant wes and vet the ¢ xamples or 
accomplishment are never so many as to constitute what 
looks like a definite trend. 


Now 4 ampbell soup Co. through W ard Wheelock 
Co.) and Kratt Foods Co. (through | Walter Thomp 
son) are launching one ot the vreatest joint promotions 


CVCT developed. 


Phroughout June, July and August the two companies 


will pool their powertul advertising between Soup ‘n 
Salads Soup ‘n’ Sandwiches and some foods that go into 


these popular warm weather dishes. 


Lhe ove; all promotion ts designed not only to sel] 
21 kinds of Campbell soups and the Kraft cheeses, Mira 
cle Whip and other dressings, but to help grocers move 
fresh fruits and vegetables, bread, dairy products, meats 


} 


beverages and many other items. “The appeal will be fo 


‘quick, easy meals’—meals requiring less time in the 
kitchen. 


A total of 14 leading magazines will be used with full- 
color pages or double spreads, plus television, radio, and 
an array of four-color point-of-purchase material to be 
made available through Kraft and Campbell salesmen. 


COURSES FOR RETAIL SELLING 


Everybody talks about the low level of retail selling 
but few have done anything about it. Now something is 
being done—by the College of the City of New York, 
inder Dr. John Wingate. With Central National Bank 
is sponsor, the college is putting on a 4-week program in 
Yonkers, N.Y., with reservations topping 200 persons. 


INTERNATIONAL CANDY 


American businessmen like to think of themselves as 
being superior in their sales methods, but we certainly 
don’t have any monopoly on smart promotions and specif 
cally we often fail to take full advantage ot the possi 
bilities inherent in accompanying our products with book 
lets or leaflets carrying good will messages, assurances 
of high quality, suggestions for unusual uses and the like. 


Recently, several subscribers have called to our atten 
tion enclosures they have found in boxes of the famous 
Rowntree’s chocolates of York, England. This fine old 
British firm entered the American market two years ago 
at a time when chocolate was rationed in England, and 
company officers felt that the open sale in America of a 
British-rationed product might cause adverse comment. 
So they devised five little leaflets, of which the following 
is a typical example: 


Chocolate Dollars 


These are British chocolates; we hope you enjoy them and 
want to buy them again, because even chocolates can play a 
part in furthering the defense plans of both our countries 

Britain needs dollars to pay for many of the raw materials 
and foodstuffs, vital to her defense effort, only available in the 
Americas. In the past your generous aid helped us enormously ; 
now we ought to be self-supporting. By selling to you, Britain 
is making available the dollars she needs to play her full part 
in the international defense plan which will guard the freedom 
t the World 

Rowntree’s, York, England 


The messages resulted in a flood of complimentary let 
ters from American consumers and the company now has 
introduced a more personal touch by enclosing in each box 
of candy a message from one of the girls in the Rown 
tree factory. For example, Edna—Edna Gibson, that is 

says: ‘“‘Have you just opened this box of chocolates? 
Well, | do hope you re going to enjoy them be ause, since 
I helped to make them, I’m sort of proud of them.” Then 
she gives some interesting details about the Rowntree fac 
tory and the sports and hobby groups organized by and 
for the workers and concludes with, “I get no end of 
a thrill out of knowing that the chocolates I pack are 
helping old England with her export drive.” On the oppo 
site page is an autographed snapshot of Edna. 


Does it pay? Rowntree only knows that the American 
campaign is successtul, but since they're new in the mat 


ket they have no ‘before and after’? comparative figures. 


PHILIP SALISBURY 
Editor 
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You 
Cd) 
reach 


nearly 


families 
mM 

the lop 
three 
markets 


with 


/ his g reat 


buy! 


According to the U.S. Census 

of Business, the average family 
in the three markets of New York, 
Chicago and Philadelphia 
spends 5% more for Drugs, 31% 
more for Food, 33% more for 
Furniture, Furnishings and 
Appliances, and 103° more for 
Apparel than the average 
family in the rest of the U.S. 
FIRST 3 Markets Group reaches 


nearly 2/3 of all families in / . New York Sunday News 


the three compact areas. : i » i : : T 
three com] rea > ars \Chicago Sunday Tribune 


Increase your sales withthis 1] great buy: Philadelphia Sunday Inquirer 


Rotogravure Colorgravure 
Picture Section Vaga 


nd Street, VAnderbilt 6-894 


. i 
San Francisco 4 ae ontgomery Street, GArfield 1-7946 


Los Angeles 17, lif., 1127 shire Boulevard, Michigan 0259 


BABY sets in notion a purcinasing cycle. He needs toiletries . . . 


Babies Mean Business 


The 3,900,000 babies born this year will ring millions of 
cash registers. This new survey shows what new mothers 
buy, where, when and why they buy it. It shows, too, how 


housing and recreational habits change when a baby comes. 


A baby is something more than a 
family news item. He's Big Stuff in 
the world of commerce, 

He's a dictator on tamily spending 
long before he is ever born. He’s a 
profitable new customer tor many 
manufacturers, purveyors of intang 
ibles, and dispensers of professional 
advice. 
other businesses, he’s 
merely the Little Guy Who Queered 
the Sale. hese ‘‘other” 


may be manutacturers of 


kor some 


businesses 
automo 
biles, TV sets, or tood treezers, to 
mention but three purchases which 
deterred until 
Junior is paid tor and papa rebuilds 
the bank account. 

This report throws some light on 
the way the advent of a child in a 


often have to be 
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family sets a purchasing cycle in mo 
tion... and how the coming of a 
baby alters the living habits and 
spending intentions of the parents. 
It’s based on a new survey made by 
National Family Opinion, — Ine., 
through a statistically balanced “baby 
panel” of 1,200 mothers.* 

Here are the major questions we 
explored: 


1. What's the story on medical 
care tor mother and child before, at, 
and after birth? 


2, What clothing and 
items were purchased tor the baby? 
(And where purchased, when pur- 
chased, what brands mother bought, 
why she bought them, or why she 


toilet: ies 


... he gets most of his clothes before 
he is born... 


switched toiletries brands on subse- 
quent purchases. ) 


3. Did mother buy 
clothes for herself ? 


maternity 


4. What other purchases, for laun- 
dry, bathroom, or kitchen, were made 
because a baby was coming ? 


5. What intended purchases were 
abandoned or postponed because a 
baby was coming? 


6. To what extent—and when 
did the new baby affect the family’s 


housing ? 


7. Were the family’s recreational 
habits changed because of the birth 
ot a baby? 

8. What insurance did the family 
have to cover medical expenses, to 
provide tor child’s education in the 
event of death of the father, and 
what about the purchase of juvenile 


insurance tor the newcomer ? 


9. How many, out of the total 


*See page 124 for summary of survey 
technique 
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often life insurance at early age... 


number of babies figuring in the sur 
What's 


age tactor in 


vey, were “planned”’ babies ? 
the influence of the 
planned parenthood ? 

The answers to these questions, as 
supplied by the mothers, are full of 
implications for sales and advertising 
managers. And don’t think that the 
findings are of interest strictly to 
baby-wise folks like Johnson & John- 
son and Gerber’s. The upsets in fam 
ily life, and the new 
involved 


expenditures 
n Junior’s arrival directly 
affect the sales volume of such widely 
industries as women’s 
book publishing 
wall board, floor coverings, and mo 
tion pictures. And the tull list is much 
longer. 

Let’s look at the responses to the 
Survey questions, We'll take them 1 
the order of the nine questions liste 
} 


adove 


diversified 


clothing insurance, 


Paging Dr. Malone 

Out of 995 mothers reporting on 
the latest child (who was not on the 
more than 24 
, 96.4% had thew babies 


date of the interview, 
months old 
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. and he cheats the movies out of some business because his parents now go out less. 


ina hospital. Nine out of ten 

a doctor not later than the 

month of pregnancy, Out otf these 

30.107 first vis 

ited a doctor in the second month. 
Mothers had excellent care during 

pregnancy. Over two-thirds of them 
64.26 


pregnancy trom six to twelve times. 


the biggest proup 


visited a docton during 


(Highest percentage in number of 
14.4%—was for ten visits.) 
(sjeneral practitioners took care ot 
the mothers in 57.860 of the case 
obstetricians in 40.207. The remain 


> 


ing J.0¢° Is accounted toy by othe 


times 


types of doctors and the 1° who 
la led to report on the question, 
Postnatal care ef the baby: 95 
of the mothers took their new child 
to a doctor very soon, or reasonably 
soon, after birth, On these visits: 


55 S¢ 


© went to a general pract 


1 went to a pediatrician. 
6% consulted both a 

practitioner and a pediatrician. 
5.80, consulted other 


doctors. 


general 
types of 


Slightly over 830% of the mothers 
took baby on his first visit to the doc 
tor in the period ranging from. less 
than a week after birth to two months 
after birth. (Over one-third took the 
baby to a doctor in the first week 
atter birth.) 


Togs and Toiletries 
Mothers like to pick and choose 


baby clothes. Gifts are a sizable factor 
in baby outfitting, and as the numbe: 
of children in the family increases, 
SO are hand mec downs. 

Question: Was a complete layette 
purchased or received as a gilt Ol 
was the baby’s wearing apparel pul 

by piece? 


hased piece 


Table | 
The Baby's Wardrobe—How It Was Obtained 


Total 
Number of Purchased Gift Handed Borrowed Homemade 
Articles New Down 


Blankets 

Outdoor apparel 

Diapers 

Dresses, suits, rompers. slips, 
creepers, etc 

Kimonos, bathrobes, sacques 
nightgowns, wrappers 


Pads: waterproof pads quilted pads, etc 
Pads (waterproof 

Shirts, undershirts, bands 

Shoes, booties 

Socks, stockings 


Sweaters, sweater sets 
Miscellaneous articles 


Number of mothers not reporting an ar- 
tice 


Table Il 
When Baby’s Wearing Apparel Was Purchased 


Articles Bought Before Bought After Time Not 
Purchased Birth Birth Reported 


No 


Blankets 25 
Outdoor apparet Ml 10 
Diapers 4 
Dresses, suits, rompers, slips, creepers, etc : 25 
Kimonos. bathrobes, sacques, nightgowns, wrappers 


Pads: waterproof pads, quilted pads, etc 
Pants (waterproof 

Shirts, undershirts, bands 

Shoes, booties 

Socks, stockings 


Sweaters, sweater sets 
Miscellaneous articles 


Some mothers purchased before birth as well as after birth so most columns total more than 100 


Table Ill 
Where Baby's Wearing Apparel Was Purchased 


Baby Store None 
Depart- 
Articles ment Children’s Mail *Home- All Store Not 
Purchased Store Store Order made Others Reported 


No 5 . No 


Blankets 23 
Outdoor apparel : 6 
Diapers 
Dresses, suits, rompers, slips, 
creepers, et 
Kimonos, bathrobes, sacques, night 
gowns, wrappers 
Pads: waterproof pads, quilted 
pads, et 
Pants (waterproot 
Shirts, undershirts, bands 
Shods, booties 
Socks. stockings 


Sweaters, sweater sets 
Miscellaneous articles 


*Because of the way this question was asked this figure does not necessarily include all homemade artic es, but is shown 
because it is a factor in the marketing of such items 


Answer: Total 
No. a, 

Number completing 

interview 995 100 
Complete layette pur- 

chased or received 
Apparel purchased piece 

by piece 
Both 
Number of mothers 

not reporting 


For the summary on what articles 
of wearing apparel were acquired for 
the baby, and how they were ob 
tained, see Table I. Note the gift 
element—One-fourth or more of the 
reporting mothers acquired one or 
more of the following items as gifts: 
Blankets, 28.567; outdoor apparel, 
32.70; dresses, rompers, suits, etc., 
40.9%; pants, 34.3%; shoes and 
booties, 42.99% ; socks and stockings 
27.10; and sweaters and sweater 
sets, 41.9%. 

Possibly surprising: the small num 
ber of mothers who made things for 
the I babies. 

Question: When were the new 
articles of wearing apparel purchased ? 

Answer: See Table II. 

Most ‘mportant factor here of mat 
ket significance is that two-thirds o1 
more of all items except outdoor ap 
parel were bought before the baby’s 
arrival. Moral: If you want to sell 
infant’s clothes, advertise to preg 
nant women, not to mothers whose 
children have already arrived. ©: 
advertise baby things for gifts. 

Question: Where were these 
apparel items purchased ? 

Answer: See ‘Table III. 

Department stores get the 
chunk of business. 


What Brands Were Bought 

More than 150 brands of baby 
clothes and crib) equipment were 
mentioned by the 995 mothers. If 
any SALES MANAGEMENT subscriber 
wants the details, he mav send a 
request to the editors. 


Why These Brands Were Bought 


Reasons mentioned: durability; 


economy; easily laundered; attrac 
tive; good fit; comfortable; well 
made; hold shape; mother had had 
tavorable experience with brand. 


About Toilet Articles 

Question: What brands of toilet 
articles did you have on hand when 
the baby was born? 

Answer: See Table IV. The figures 
are an outstanding testimonial to the 
excellence of the selling and advertis 
ing job done by Johnson & Johnson. 

Question: When it was necessary 
to replace these articles, did you buy 
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the same brand or another brand ? 
(Or didn’t vou replace ?) Table IV 


ee a Brands of Toilet Articles Owned when Baby Was Born 
Answer: See Table V. Brand 


switching on four items occurred 
ts ( Baby Baby Baby Baby 

» . re I a y trom ( 
9 yaa re — oi Lotion Powder Oil Soap 


13.8% 
Question: What were the reasons 


for selecting the brands vou bought ? Number reporting brands and types 


Answer: The most frequent men Avon 
tioned reasons were: Castile Soap 
Ivory Soap 
skin, —— 


> atime ’ 
Product agreed with baby’s Lieeate 


makes baby’s skin soft: Baby lotion, 
23.5%; baby powder, 17.960; baby Mennen 
oil, 18.300; baby soap, 15.2%. pa 
2 exall 
. » it » { * . 
Doctor recommended it: Baby lo 2. B. T. Baby Powder 
tion, 5.86; baby powder, 4.1%; 
baby oil, 2.6 ;: baby soap, 5.3%. None on hand 
Alwavs used, always gave satistac Miscellaneous 
ion: Baby lotion, 39.100; baby 
> ' 
powder, 37.960; baby oil, 43.10; 
baby soap, 31.5¢¢. Table V 
Smells good: Baby lotion, 11.5% ; Brand Switching on Later Toilet Article Purchases 
baby powder, 16.89; baby oil, 
12.990 ; baby soap, 6.460. Baby Beby Baby Baby 
Good Brand: Baby lotion, 13.9¢¢ ; Lotion Powder oil Soap 
baby powde: 13.9%; baby oil te «| ae 
13.3%; baby soap, 10.4. 


Number reperting brands 100 935 


Dressing for Two Bought same brand 67.1 | 672 
. ht ¢ her brand 2 1 
Question: \WWas special maternity ro aa ansaimamaas apd Be. 


‘ Didn't replace 2 32.0 124 
clothing p hased to be worn betort 


this ( hild was bo nr Number of mothers not reporting y 3.8 29 


Answer: Total 


f 
? mY Table VI 
Number completing 


t 995 100.0 Purchases for Kitchen, Laundry and Bathroom 
interview : 
en “oe For th For tt For th 
» ( or ne or the or e 
3 ‘ | Laundry Bathroom Kitchen 
umbe not epol 1g () aS) 


Additional Purchases for 
Bath, Laundry or Kitchen 
Bathinette 


Question: Were tenis purchased Bottle sterilizer 


for use in the laundry, bathroom 061 Clothes dryer 


Number purchasing an item 


kitchen because vou were expecting nee sai ;, ' 
, * ashing machine, washer 
y ? ] \ ? 
a baby What did vou buy Miscellaneous 


Answer: See lable VI. Nearly 
one-fourth of all mothers—238 out ot 
995 made purchases of this kind 
Among those who did, over halt 
56.7% bought a washer. Thus Table Vil 
among this group of 995 mothers Items for which Purchase Plans Were Abandoned 


Number of mothers not reporting item 


Some mothers gave more than one item, so totals exceed 100° 


135 washers were sold and the timi 
of the purchase was pegged on Tots 
arrival of a baby. Second most poy 

lar “other” purchase: a clothes drve 
Is appliance firms’ promotion of this 


Number not purchasing items 
item beginning to pay off 


. Car 
: —— ge eae 
Question: When were these pur sealant 
( hases made r Television 
" Refrigerator, food freezers 
Answer: 39.77 of laundry equip 
ment, 43.460 of bath equipment, and House 
53.4% of kitchen equipment was nage 
Miscellaneow 
pure hased before the birth 
baby 


Some mothers gave more than one item, so total exceeds 100% 


(Continued on page 122) 
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. and ended in the driver's seat. 


He started as a door-to-door salesman... 


BREAD, BREAD, BREAD... No one will give you much 
argument about bread being the staff of life. But neither will 
any baker tell you that bread sells itself. It’s just plain smart, 
then, that Ward Baking Co. has elected as president its 
“salesman who made good.’ He’s Edward A. McLaughlin, a 
big, hearty Irish-American who, though in his early fifties, 
has climaxed 36 years of service to this baking organization. 
Three-dozen years ago Ed wangled a job as an extra salesman 

at $12 a week. Soon, with his gift for persuasion and his 
Irish refusal-to-take-no, he was a route salesman in the Bronx 
it a salary of a buck a day plus five per cent commission, By 
1919 he’d worked up to a combination bread and cake sales- 
man (“If they didn’t buy one they could eat the other.’’) in 
Stamford, Conn. Two years later he was made route super- 
Visor in charge oft tour territories. His associates will tell you 
two things about Ed: He really dikes most people and he 
possesses one of the best grasps of marketing of any man in 
the baking industry. The latter fact is self-evident: By 1940 


he had been named general sales manager for the entire com- 


pany, and five years later he was elected v-p in charge of 


marketing. His main relaxation: his tarm near Ashokan, N.Y. 
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BAKELITE LIKES SALESMEN .... It has elected its v-p in charge of 
sales to the presidency. And this isn’t the first time: The company’s 
past president had also held the top sales post. George C. Miller—who 
has the happy knack of pouring oil on troubled waters and whom his 
associates assume could disarm Atilla the Hun with a tew well-chosen 
words—is Bakelite’s new prexy. He came to Bakelite Co. (which is a 
Division of Union Carbide and Carbon Corp.) fresh from Daniel Baker 
College. His entry was through a side door, Linde Air Products Co., 
another division of the parent company. For several years he worked 
as a field engineer, then got into the company’s early development work 
on plastics. But in 1934, as the gypsies have it, “‘a change came into his 
life.” The change was to sales, in the Plastics Department of Carbide 
and Carbon Chemicals Co. He had really come into his own, In °45 the 
‘calm, factual, man-with-the-push” became v-p and gsm of Bakelite 


to which he’d been transferred—and, in °52, v-p in charge of. sales. 


With him: Lr. Col. H. H. Bowman. 


GRANDPA INVENTED thie first apparatus tor 
lighting railway cars with acetylene gas and 
the bung starter. Grandson, Joseph L.. Wood 
is also good at starting things: He’s just been 
elected president of The Sales Executives Club 
of New York, tor whom he’s starting his ten 
ure with plans for an ambitious program cen 
tered around sales education. Back in 1931 he 
started the first deferred payment plan rol 
financing home improvements and assisted in 
writing ‘| itle I of the National Housing Act 
in 34. He’s been active. for years in the build 
ing industry, is assistant treasurer of Johns 
Manville Corp. Although his career back 


ground has been dedicated to the financial end 


of things, his outside interests have been in 


sales and salesmen. 
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WHAT'S DIFFERENT about Trumbull’s 
switch? Distributors didn't really know until 
they were taught with imaginative working 


models, like the transparent pole unit, below. 


Why Distributors Now Spend 
“More Time With Trumbull” 


DISTRIBUTORS DO BEST with products they know most about. That's why 


Trumbull’s salesmen conducted distributor meetings around this Hile-Damroth 


where 


“Black Magic” visual 


information about the switch, market, pricing, 


customer requirements is made clear as a bell. Distributors want more meetings 


Plain indifference almost killed the market for Trumbull 


Electric's new safety switch. Then extra incentives and 


a bushel of sales and training aids stirred up distributor 


enthusiasm—and doubled 


sales within three months. 


Based on an interview by Philip Patterson with 
W. B. DIXEY 
Merchandise and Advertising Manager, 
Trumbull Electric 


If you were W. B. 
chandise and 
Trumbull 


Cjeneral 


Dixey, met 
advertising 
electric, department of 
Electric Co., Plainville, 


Conn., you would have been mutte1 


manager, 


ing in your sleep too. 

His company’s products and mat 
ket may be different from yours, but 
his problems were common to most 
marketing men who find themselves 
with a newly designed, packaged in 
dustrial product and disinterested cus 
tomers and prospects. The ‘usual’ 
new-product promotional techniques 
didn’t work; Trumbull’s redesigned 
safety switch, a high capacity inter- 
rupter, did not meet sales expectations 
after it was launched early in 1950. 
To find out why sales have climbed 
20% in sales billed, and 3066 in in 
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coming business, and how the prob 
lems of lethargic sales and distrib 
utor indifference were finally solved, 
you ll have to look at Trumbull from 
the inside. . . 

Trumbull manufactures and mar 
kets two types of electrical products 

packaged safety 
switches, circuit breakers and motor 
controls — and 
built units, such as power control cen 
ters. It sells through distributors only, 
and it has 75 salesmen to cover the 
country. These men, by the way, are 
electrical engineers. ‘Trumbull shoots 
for three markets for its low voltage 
distribution and control equipment: 
industrial, commercial and residential. 
Customers range from architects to 
housewives and electrical contractors. 


goods, Suc h as 


engineered, custom 


Safety switches, designed to cut off 
power flow quickly, are not new. 
They are often misunderstood. It is 
just this misunderstanding, this lack 
of detailed product information—on 
the part of distributors and prospects 

that got Trumbull’s introductory 
campaign off to a slow start. 

What Trumbull 
“improved design.” 

Most safety switches are side-oper 
ated; Trumbull’s HCI (high capacity 
interrupter) line is front-operated, 
with “radically different” switching 
pole units to make arc-quene hing 
more efficient. Trumbull thought it 
had a switch with sales features that 
competitive switches lacked — greater 
interrupting rating, more wiring 
space, fewer parts to handle, better 
mounting facilities, improved fuse 
clips, no exposed, “live” parts. 

Sales lagged. Marketing Research 
came up with three reasons why. 


introduced was 


1. Tough competition: ‘Don’t say 
anything bad about our competitors,” 
Dixey grins. ““They’re smart. In the 
industrial and commercial markets 
we face eight competitors; in the resi- 
dential market, anybody who has the 
inclination, a two-car garage and 
some steel is a competitor.” (Trum- 
bull’s market figures indicate that 
there is a juicy plum to go after—a 
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| AY UC surety switca 


= ie 
K can-cust.m 


enecirosuet 


Med eet cpr tes ME 


TRUMBULL(P) ELECTRIC 


"LOOK INS'DE THAT SWITCH" is key to greater sales, Trumbull 


figures. Displays helped distributors and 


$163 million potential per year.) 


But weren’t Trumbull’s new prod 
uct features enough to out-distance 
most competitors ? 

“You must first understand that 
type A, C 
levels, established many years ago by 


the National Electrical Manufactur 


ers Association, are not adequate for 


and ID quality and price 


today’s switch requirements,” explains 
Dixey. He says any manufacturer can 
turn out a lower price type C switch, 
add an inexpensive part or two, and 
pass it off as a type A unit. Confusion 
among. distributors and customers 
therefore causes price problems and, 
market 
indercutting. He admits that Trum 
bull had difficulty getting more money 


for a quality item. 


2. Habit obstacle: The natural 


hesitancy on the part of prospects to 


among some manutacturers, 


go to a “radically” changed design 
hurt Trumbull’s sales. After all, 
Dixey explains, most customers had 
grown to accept the habit of “the 
safety switch with the old knife blade 
action.” 

The habit obstacle had been sub 
stantiated by extensive surveys with 
“men who have much to do with 
buying decisions’ in prospect com 
panies. Trumbull’s front-handle unit 
and another innovation, the individual 
switching pole units, seemed to be tco 
“radical” for Trumbull’s good. Inte: 
views revealed that this was, indeed, 
an important basis for not buying. 


3. Improper selling techniques 
on the part of distributor salesmen 
were a big factor in the sales lag, 
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customers see innards. 


TRUMBULL'S SIX OBJECTIVES ... 
Increase the use of the entire line 


Help Trumbull distributors obtain more safety 
switch sales 


. Give Trumbull distributors more safety switch 
product knowledge 


. Penetrate deeper into the growing industrial 


and commercial markets 


Provide Trumbull salesmen with sales meeting 
material 


Give users of Trumbull equipment better service 


and more for their money 


Dixey relates. “Obviously,” he states, 
“because our business is tied so di 
rectly to the distributor, our main 
activity and our largest expenditure of 
funds for advertising and sales promo 
tion is in the direction of the electrical 
wholesaler. ‘The biggest job we have 
with our distributor is to educate him 
on our product features.” 


Needed—The Human Approach 


Most distributors, he thinks, do 
best with the lines they know most 
about. Educating 5,000 supply sales 
men on product features, applica 
tions, pricing, terms of sales is a 
tremendous task, he says. “In out 
catalog alone we list hundreds of 
products, and in the past two years 
we have introduced many new lines. 
Our average distributor handles many 
lines of related and unrelated prod 
ucts—from motors to unit substa 
tions and the manufacturers of these 
lines are in direct competition with 
us for the distributor  salesman’s 
time.” His big problem: Persuade 
distributor salesmen. to spend more 
time on ‘Trumbull. 

Those were the three main prob 
lems—competition, habit and im 
propel sales techniques. You can’t 
persuade competition to change its 
ways; you can’t change people's hab 
Dixey 
figured, create a fresh and concen 


its overnight. But you can 


trated educational progiam. “It be 
came apparent,” he says, “‘that the 
personal approach stood the _ best 


chance of getting the HCI story 


across and enlisting the support. of 
our distributor sales organizations.” 
Fundamentally, the philosophy was 
this: 
1. ‘The more salesmen know about 
a product, the eagerly and 
earnestly they will push it. 


more 


2. Distributors will get behind your 
product if they know there is a mar 
ket for it, if there is a profit in it 
and if you can offer a brand quality 
which will help them establish a 
good reputation. 

3. “The personal approac h is best. 
Your salesmen establish the working 
relationship with distributors that can 
mean the rise and fall of your busi 
ness. And sales meetings in which 
the sales representatives offer con 
crete, genuine help to the distributor 
are the meetings which pay dividends 
in terms of greater distributor sup 
port. 

+. Visual selling aids offer the best 
means of getting the complicated story 
across with minimum effort and time, 
and most dramatically. 

The plan took this shape: 

Induce salesmen, by means of 
extra incentive, to concentrate on 
product education through distributor 
through 
sales meetings, even on a_ sporadic 


sales meetings. “Training 
basis, had proved successful before 
It was reasonable to expect that a con 
centrated program of meetings would 
bring much more success. 

... Provide tools for use by Trum 
bull and distributor salesmen to help 
them do a more concentrated selling 
ob. 
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Train salesmen to wse selling 


tools prov ided. 


How to accomplish these goals ? 
Fact is, distributors had 
informed ‘Trumbull 
through interviews that better serv 


already 


management, 


ice from ‘Trumbull salesmen was on 
Prac tice had 


shown that ‘‘most of our salesmen felt 


the “most-wanted” list. 


that distributor education on Trum 
bull products was an activity to be 
carried on when there was nothing 


else to do.”’ 


"We Will Concentrate..." 


Goal | — Incentives: ‘Trumbull 
wasn't in a position to offer its lead 
ing salesmen free trips to the Coro 
nation. Next best, a sales meetings 
contest was stimulate 
‘The contest (begun in Jan 
uary, still on) was set up ona sales 


initiated to 
them. 


district and regional basis. 
through | bi 


territory 
It provided incentive 
monthly and grand prizes—cash to 
the winning sales representatives and 
plaque recognition to the top district 
and regional managers. 

The announcement came in Trum 
bull’s monthly “Marketing Reporter,” 
distributed to the company’s field per- 
“We are 


trate, as far as promotion is con 


sonnel. yoing to concen 


paper, “on the 
satety 


cerned,” said the 
HCI 


switches . 


tront-operated line of 
. We [management] will 
audit all sales meetings you have with 
. . We'll look for 
frequency and caverage in a_terri- 
tory : 

‘The contest had four basic ob 


vour distributors 


yectiy ess 


1. To increase the sales of HCI 
switches, both heavy duty and stand 
ard duty types. 


2. ‘Vo broaden the markets and ac- 
ceptance of the HCI line of heavy 
duty units. 


3, ‘To concentrate on training the 
‘Trumbull distributor so he may in 
crease his knowledge of all Trumbull 
products, with particular emphasis on 
the HCI safety switch lines. 


+. ‘To encourage the Trumbull dis 
tributor to assume more responsibil- 
ity in selling, warehousing and pro- 
moting the merchandise line of prod- 
ucts, 

The contest is controlled by adver 
tising and sales promotion in Plain- 
ville. Sales Meeting 
sent to Plainville, setting forth the 
when, where and how of the meet 
Points are credited 
on several counts, such as holding 


Reports are 


ings conduc ted. 
greatest percentage of meetings, using 
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sales aids offered, informative reports, 
etc. 

‘The contest, as previously pointed 
out, is still under way; nevertheless, 
Dixey can already note several re- 
sult trends” 

In three months, distributor meet- 
ings have already exceeded, by 4 to 
1, the number held during al/ of 
1952. Enthusiasm, according to Dix- 
ey, has spread to the distributor or- 
ganizations, who “repeatedly ask for 
more of the compliment 
made more significant by the fact that 
in nine cases out of 10, meetings 
must be held after normal working 


Same a 


hours.’ 


Goal 2—Tools: A flock of sales 
aids was created to enable Trumbull’s 
salesmen to conduct worth-while and 
interesting meetings with distributors. 
But would salesmen use the tools, 
or let them collect dust in the back 
‘The contest,” Dixey 
stresses, ‘‘was designed partly to create 
a competitive attitude so that Trum- 
bull salesmen would actually use the 


seat of the car? 


tools provided.” 

Most dramatic sales aid furnished 
‘Trumbell men is the “Black Magic” 
Hannel-board, developed by Hile- 
Damroth, Inc., New York, N.Y. 
Illustrative materials appear to hang 
“by magic” when placed on the board. 
With five scenes, it was employed to: 

1. Explain “the philosophy of cus- 
tomer requirements.” 

2. Describe the market and how to 
reach it. 

3. Explain how to sell in the mar 
ket, using tools available. 

4. Describe job Trumbull is do- 
ing to pre-sell the switch. 


5. Explain “what is in it” for the 


distributor salesmen. 


Managers Trained First 


District managers were trained to 
use this presentation, and they, in 
turn, trained Trumbull’s salesmen. 

A textbook, written expressly to 
back up the HC] promotion, covered 
each product line manufactured by 
Trumbull. About 150 color slides 
illustrate text. So that Trumbull 
salesmen could “grade and chart the 
distributor salesmen,” 
tally sheets were provided, teacher- 
pupil style. In addition, a sound 
slidefilm covering features of the HCI 
line, and a printed version of this 
film were produced, distributed to 
Then, to recap this 


progress ot 


each salesman. 
entire package, ‘Trumbull issued a vis- 
ual selling folder designed to re- 
evaluate HCI benefits shown in the 


film strip and the Black Magic board. 
Distributor salesmen were urged to 
use these in selling contractors, etc. 

To reinforce this educational ac- 
tivity. Trumbull created. almost as 
manv sales aids as there are Trumbull 


salesmen. 


Sales Aid Sampling 


1. A transparent, Lucite sample of 
newly designed pole units, enabling 
salesmen to demonstrate movable con- 
tacts. other inter-workings of the 


HCI part. 


2. A host of explanatory circulars, 
diagramming technical features of 
HCI. and illustrating applications of 
it. 


3. Giveaway activity schedules—or 
engagement calendars — which were 
offered in quantities and imprinted 
at no cost to distributors. Give- 
aways were made into companion 
pieces for the company’s 1953 gen- 
eral catalog. using the same four-color 


illustration carried on catalog cover. 


4. A section of Trumbull’s display 
for national trade shows was devot- 
ed to the HCI, and a smaller, port- 
able display was designed for re- 
gional shows. In addition, a three- 
color point-of-purchase display, also 
developed by Hile-Damroth, was 


made available. 


5. Direct mail program, through 
distributors. “A major problem with 
direct mail,” says Dixey, “is that even 
though the distributor orders the 
mailing pieces, he doesn’t always send 
them out.” But distributors sent out 
Trumbull mailing pieces, or Dixey 
knew the reason why. The scheme: 

Distributor orders number and 
quantity desired; he schedules mail- 
ing dates on a form which is turned 
over to the headquarters office. Dixey 
gives distributor his own Addresso- 
graph plate, which distributor inserts 
in mailing files. Upon receipt of his 
order, Trumbull sends distributor his 
first mailing. When distributor mails, 
Trumbull receives a copy—the com- 
pany plate is in the distributor’s file. 
When Trumbull receives the mailing 
piece, the next mailing is sent to the 
distributor. Sut if the head office 
does not receive a mailing on the date 
scheduled, it contacts distributor to 
find out the reason why tke schedule 
has not been kept. 


6. A correspondence course, devel 
oped for distributor salesmen, con 
sisted of four lessons on a one-per 
week basis. Each lesson pointed out 
certain HCI features, such as safe- 
tv, maintenance, installation, etc., and 
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A QUESTION FOR THE ADVERTISER USING NATIONAL MAGAZINES EXCLUSIVELY: 


The advertiser using “national” magazines _ ville, for example, the leading national maga- 


exclusively is undoubtedly convinced that zine reaches only 9% of the families . . . 


he is placing his advertising where it will do while the Locally-Edited Louisville Courier- 
his retailers the most good. 


Journal Magazine has 91% coverage! 
Louisville retailers like Stewart’s and Kauf- 

man’s know different. They know that That’s the “rational” answer . . . Magazine 
national magazine advertising can’t be timed Advertising at the Local Level! Take your 
to their selling seasons or to their merchan- _ retailer’s advice, test your next magazine 
dising periods. They know it can’t do a_ schedule at the local level .. . in the fourteen 
complete selling job for them because it markets served and sold by LOCALLY- 
reaches so few of their customers. In Louise EDITED GRAVURE MAGAZINES. 


Akron Beacon Journal 
Atlanta Journal and Constitution 
MAGAZINE The Nashville Tennessean 
ADVERTISING Columbus Dispatch 
AT THE Denver Post 
EOCAL LEVEL Houston Chronicle 


™ Nee 4 ES Newark News 
. TED RE MAGAZIN ouisville Courier-Journa 
yocALlY EDI GRAVU ana 0 


St. Louis Globe-Democrat 


TOTAL CIRCULATION OVER 3,500,000 COPIES WEEKLY San Antonio Express 


Columbia State 
For more information about these 14 weekly newspaper gravure magazines contact New Orleans Times-Picayune-States 
one of the following representatives. The Branham Co., The John Budd Co., Cresmer 


& Woodward, Inc., Jann & Kelley, Inc., Kelly-Smith Co., Moloney, Regan & Schmitt, Toledo Blade 
O'Mara & Ormsbee, Inc., Scolaro, Meeker & Scott, Inc., Story, Brooks & Finley, Inc 
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each contained questions on the ma 
Salesmen were asked 
to read the material, answer and re 


terial covered. 


turn the questions, whereupon the 
kor this, diplo 


ma recognition is contemp! ited, 


next lesson was sent. 


7. “Circle TD News,” Trumpbull’s 
bi-monthly distributor newspaper fea 
tured HCI application stories in is 
sue after issue. A “teaser” postal 
card mailing campaign—a series of 
eight cards mailed to distributors at 
the rate of one per week pointed up 
selling features of the HCI. “Cheer,”’ 
another “Trumbull publication, circu 
lated to about 40,000 ‘Trumbull cus 
tomers and prospects, carried a 
ture on HCI in. several issues. In 
addition, a postage meter cancelling 


slug was made up on the subject of 


HCI, so that every envelope mailed 
from “Trumbull representatives bore 
HCI inscriptions. 


8. ‘The advertising schedule, con- 
centrated in books reaching TTrum- 
bull’s basic market—wholesaler, ele 
trical engineer, architect, building and 
industrial management, and purchas- 
put emphasis on HCI. 
Preprints of advertisements were sent 


ing agents 


to distributors, sales representatives. 
\ brochure went along with it, ex- 
plained the goal of each advertise- 
ment. 

If representatives doubted the effec 
tiveness oi business paper advertising, 
their doubts were at least partly ex- 
pelled by business and technical maga- 
asked by 


‘Trumbull to write letters to field 


zine editors, who were 


TEACHER-DEMONSTRATOR-SALESMAN: 9 Your product line is large, 


varied, competes with many others on crowded counters. 


‘Too many sales 


people cannot answer customers’ questions about the merchandise. Lack 
of space makes demonstrations with the product difhcult o1 impossible. A 


familiar, troublesome sales problem : 


Not for Corning Glass Works, Corn 


ng, N.Y., manutacturer of Pyrex ware. The firm sends home economists 


to salespeople to show them its products on an Eastman Kodak viewer The 


ve 


slide well accommodates 80 


full-color transparencies ; 


when pro 


jected, they show the complete Pyrex line in use. “The viewer occupies only 


a tew square inches, plugs into any current outlet, produces bright projec 


tions, 


Salespeople who see the demonstrations remember the high points 


about Pyrex ware, describe them to customers. 


men, explaining how and why Trum- 
bull’s advertisement helped represen- 
tatives sell. Excerpt: ‘Trumbull 
advertising in Factory [Factory Man- 
agement and Maintenance | is making 
‘sales calls’ for you, in your terri 
tory “ty 

Goal 3—Training: ‘To explain the 
program and give training in the ap- 
plication of the more complicated ele- 
ments, key salesmen from various dis 
tricts were called into conferences in 
various parts of the country. (The 
organization ts divided into 4 regions, 
with 13 districts. ) 
the opportunity,” 


“This gave them 
states Dixey, ‘‘to 
experiment with the tools provided. 
Also,” he says, “it gave us the op 
portunity to explain how much the 
entire program was going to help 
them.” At conferences, goals were 
made known, and the techniques con 
sidered best were explained and den 
onstrated. 

“Salesmen, having had the objec 
tives outlined, the training in the use 
of the materials provided and the 
incentives impressed upon them, got 
behind the program enthusiastically,” 
Dixey emphasizes. 


Results are Obvious 


‘The entire assortment of visual aids 
and sales helps have one common 
positive characteristic, Dixey believes: 
‘They helped make our representa 
tives HCI conscious. That's what we 
wanted.” Taylor D. (Ted) Mac 
Lafferty, manager of marketing, 
‘Trumbull, answers the “‘where-is-the 
program going” question by indic ating 
what the program has done so far. 
‘Trends: 

Distributor 
sales meetings with distributors—have 


training individual 
increased from 75 in one year to 378 
meetings in the first four months of 
the program. 

‘Trumbull salesmen, according to 
MacLafferty, are making full use of 
the selling tools provided, and, he 
says, their use is paying off in greater 
attention and more sales. Distributors 


are cooperating and requesting more 


sales meetings. They now recognize a 
strong need for proper and organized 
training. ‘They are carrying more 
adequate stocks as a result of promo- 
MacLafferty, ‘“‘and 


their salesmen are actually 


tion,” observes 
selling 
switches and demonstrating features. 
The habit obstacle is being overcome 
by strong feature and strong benefit 
selling.” 

And in the first three months, 
safety switch sales doubled, with a 
general increase of incoming business 
among ‘Trumbull’s other products. 
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In the course of our work for clients we have learned a good deal about 
the other side of the selling penny. 


The side most folks think of first is the SELLER’S side .. . with all its familiar 
problems of pricing, advertising, distributing, selling, servicing. 


But the BUYER’S side of the penny is important, too. Here you see the 
buyer’s problem of finding product information, studying, comparing, and 
finally selecting and talkirig to the two or three salesmen whose 
companies appear to have the product wanted, or to come closest to it. 


These are the two sides of every penny spent to produce orders. 


The point that intrigues us is that some manufacturers, who do a grand 

job on the selling side, ignore the few simple steps that speed sales by helping 
buyers buy. Steps like this: 

One client, by seeing to it that all important prospects in one market have 
adequate information about his process handy at all times, can now 

offer three courses of action in every advertisement, instead of one; now 

has a new sales approach for his salesmen; now automatically helps old 
customers get more out of the equipment he has sold them! 


There is a good chance that you, too, can put both sides of every selling 
penny to work, with telling results. 


If you’re interested, we'll be glad to tell you more about how other 
manufacturers do it. 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York LExington 2-3135 
“Ditch-Digging Advertising’’* that Sells by Helping People Buy 


REG.U.S. PAT. OFF. 


you should see the new rooms 


atthe SHERMAN 


° ° " 
in Chicago 
SMARTLY RESTYLED.. 
brilliantly designed ne 
1,500 new rooms now 
ready to make your next 
stay in Chicago 
a memorable event. 
1,500 new reasons... 
you should always stay 
at the Sherman... 
Chicago's “personality” hotel. 


World Famous Hotel 


THE 
S WAN 


Frank WwW Bering. Board ( hairman e lames A Hart. Prea 
Pat Hoy. V. P. and General Manager - 
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When the Dealer Failed 
To Ask for the Order 


Any farmer who went into a Southern States Cooperative 
store could claim a free quart of motor oil if the dealer 
salesman forgot to inquire about his spring seed needs. 


BY T. K. WOLFE ° Director 


Volume Building Services, Southern States Cooperative 


Last tall, George C. Deems, direc 
tor of Seed Distribution of Southern 
States Cooperative, Richmond, Va., 
decided to do something to step up the 
use of suggestive selling. 
his ‘Ask or Pay Program.” 
26, 1952, 


He staged 
On Nov. 

he wrote to each of the 
organization’s 32 district managers: 

“As you know, the Patrons’ Early 
Order Spring Seed Program starts 
December 1. 

“The real problem has been to get 
agencies to ask for orders. Here is 
a plan to get agencies to do just that 

“1. During the period of Decem- 
ber 15-January 15, agencies that fail 
to ask any farmer who visits his 
warehouse about his spring seed needs 
will give the respective farmer a quart 
of motor oil, without charge. 

“2. Agencies taking part inthis 
program will be supplied posters stat- 
ing the program and postal card an- 
nouncements will be mailed to the 
mailing lists of cooperative agencies. 

“3. Each agency will stand the cost 
of the motor oil given away. 

“4. Please return by December 10 
the attached form showing the 
agencies in your territory that will 
take part in this program.” 

Of the 700 agencies certified to 
handle seed, about one-third took part 
in the program. This number nor- 
mally handles something over one- 
half the organization’s seed volume. 

Each agency that indicated it would 
participate in the Ask or Pay Pro 
gram received a letter from Deems 
congratulating him, telling him a 
card would go to his mailing list 
announcing the program, and_ that 
he would receive a poster and other 
material regarding the program. 

‘Two considerations Deems stressed : 

“1. During the period Decembe1 
15 to January 15 you will ask every 
farmer who comes into your place 
of business for his spring seed order. 


“2. If the farmer points out that 


you failed to ask him, you are ob 
ligated to give him a quart of motor 
oil free of charge.”’ 

The agency was told: “If you are 
on your toes you won’t need any 
motor oil, but to play safe let’s be 
sure to have a case on hand.” The 
letter closed with: “It Pays to Ask!” 

A signed postal card was sent to 
the participating agencies’ mailing 
list and read: 


lf you visit our warehouse be- 
tween December |5 and Jan- 
uary 15 and we do not ask you 
about your 1953 Southern 
States spring seed needs, we 
will give you free of charge 
ene quart of motor oil. 


The card was effective. A few 
store managers paid the price for not 
asking. ‘It helped the sale of other 
merchandise, too, according to Dis- 
trict Manager Wallace Walker. 

Farmers really have had fun try- 
ing to get that quart of oil without 
the manager or other store personnel 
asking about their spring seed require- 
ments. District Manager Claude 
Lane reported that many of them used 
every method they could think of to 
divert attention of personnel in order 
to get free oil. 

District Manager John E. Wetsel 
wrote: “One agency said he had al- 
ready given away five quarts of oil. 
“That was one card the patrons really 
read’.”’ 

An agency stated: “I gave away 
22 quarts of motor oil but it was well 
worth it. I enjoyed the program and 
so did the patrons.” 

The card caused patrons to order 
spring seed earlier than usual. It 
reminded them of the need for early 
ordering. 
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A very fine way! Because there are any number 
of territorial sales meetings at which a sound 
slidefilm can fill in for you. It’s the next best 


thing to your personal presence. 


For example, a sound slidefilm will tell and 
show your salesmen and dealers how to get 
more display space . . . how to develop local 
promotions . . . how to use selling time to best 
advantage. And many other programs you now 


handle personally. 


A sound slidefilm is made up of the film strip 


or visual part and the recording or audio part. 
Your producer is the man who blends these two 
into a unified, effective tool for communicating 
your ideas. He'll certainly specify recordings 
made by RCA Victer, because he knows from 
experience that RCA Victor delivers the clear- 
est, crispest sound attainable in slidefilm 


recordings. 
Drop a line to any one of our offices for full 


1953 


details on RCA Victor slidefilm recordings and 

for a list of sound slidefilm producers in your 

area. 

630 Fifth Ave., New York 20, N. Y.— Dept. 8-60 
JUpson 2-5011 


145 N. Lake Shore Dr., Chicago 11, Ill. Dept. S-60 
WHIrenacy 4-3215 


1016 N. Sycamore Ave., Hollywood 38, Cal.— Dept. 
S-60 — HOLLYwoop 4-517] 


She's Baking a Cake for Everyone 


Little girls love Kay Stanley—and so do mothers who buy 
her cake mix set. So do Pillsbury and retailers who've 


found a bonanza in a toy that teaches and entertains. 


BY DAVID J. ATCHISON 


WON'T YOU COME INTO THE KITCHEN .. .? said the cake mix to the toy. 
That's real Pillsbury cake mix, a real beater (included in the kit), and Kay 
Stanley shows how to prepare to bake a real cake. The on-looker: Walker 


Sheriff, Miss Stanley's «ales promotion counsel. Now hereis ... 


WHAT $2.98 BUYS: Cake mix, mixing and baking utensils, cook book, and icing. 


No more ‘“patty-cake, patty-cake, 
yaker man.’ No more mud pies and 
sand cakes. No nore messing up 
mother’s bakeware and being chased 
out of the kitchen. Why ? Jecause al 
tar-seeing toy manufacturer and a 
major flour mill are supplying the 
present generation of moppets with a 
child-scaled cake mix set, including 
small boxes of ready-mixed flour, 
utensils, tools and trimmings. 

‘To Kay Stanley, founder and 
president ot Model Craft, Inc., 
Chicago, the trend away from fairy 
tales and the land of make believe 
into actuality, as tar as the toy 
manufacturing business is concerned, 
provided the germ of an idea. Miss 
Stanley listened to the pleas of child 
psychologists who had been telling 
the toy industry to “make educational 
toys, something that youngsters can 
learn basic principles from which can 
be applied later in life.”” The “Kay 
Stanley Cake Mix Set” was born. 

Since the booming birth rate in the 
U.S. during postwar years bolstered 
the toy market, with a substantial 
number of girls among these new 
citizens, Miss Stanley conferred with 
her sales promotion consultant, Wal 
ker Sheriff, to work out details of 
the new bake set for little girls. 
They agreed that it would be advan 
tageous for a large, nationally 
known flour manufacturer to tie in 
with a toy company to expand _ its 
own market. Marketing the bake sets 
without ingredients might mean that 
the tinware would end up in the sand 
pile or playroom toy chest, and 
thereby defeat the purpose of the set. 

Miss Stanley and = Sheriff con 
tacted Pillsbury Mills, Inc., Min 
neapolis. Statistics show that adults 
buy 706% of all toys, and there is 
an excellent chance that most of that 
percentage are mothers who use Oo! 
had used cake mixes. Pillsbury had 
entered millions of homes with = its 
brightly-colored cake mix boxes. 

‘A child would easily recognize 
the box, even though she couldn't 
read the name,” Miss Stanley rea 
soned. 

Acting as liaison between Model 
Craft and Pillsbury, Sheriff} won 
enthusiastic agreement from Pillsbury 
to furnish bulk quantities of cake 
mix flour. The toy company found 
itself in the flour packaging business 
filling and sealing juvenile-size boxes 
of Pillsbury products with Pillsbury 
type machinery. 

In 1951, shortly before the toy 
market opened in Chicago, Miss 
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SOLD on The News 


DMB... Detroit Means Business...and The News 


''fashions’’ its direction. 


Detroit stores know that The News, with the most interesting woman’s 


features, has the most women readers. To sell them fashions, these 
stores put practically as much women’s wear linage in The 


News as in both other Detroit newspapers combined. 


11952 Women’s Wear Linage: , 
The News 3,900,021 Times 1,403,695 Free Press 2,887,761 


Feminine favoritism? No. Detroit stores know The News, with its 


more complete news and sports coverage, has the most MEN readers 


as well. They give The News most of their men’s wear linage, too. 


1.1952 Men’s Wear Linage: | 
The News 1,588,166 Times 733,115 Free Press 1,257,604 


Circulation 
450,054 Weekdays 


552,238 Sundays 
ABC figures 


March 31, 1953 


Whatever the sex appeal of YOUR product, fashion your sales 
pattern after the choice of on-the-spot advertisers and use The News 


to sell most effectively and most economically. 


The Detroit News 


THE HOME NEWSPAPER 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH © Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 


JUNE 15 1953 
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WOMEN’S STORE LINEAGE 1952 
1,324,375 lines 
665,562 lines 


Daily 
Sunday 


ROP Full Color available 
both Daily & Sunday 


BUFFALO 
| COURIER © 
EXPRESS | 


Western New York's 
Only Morning and Sunday Newspaper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


How She Started it 


The "Kay Stanley Cake Mix Set" simply was an idea two years ago. 
Today it is the line leader for Model Craft, Inc., Chicago, one of the few 


toy concerns managed by a women. 


Kay Stanley beqan to make toys in 1942, in her kitchen, and with $1,000 
capital. She experimented with scrap rubber and discovered a way to 
make rubber molds. These can be filled with plaster which shape up into 
everything from farm animals to Disney characters. 


Model Craft went into production with 13 women employes. Ten of the 


women are still with the company and they have been joined by more 
than 100 other pecple. They produce 40,000 molds daily. 


What is the secret of Kay Stanley's success? She built a market during 
the war when toys were short, she designed creative, three-dimensional 
toys favored by psychologists, and she went into business when the birth 


rate began to increase rapidly. 


Stanley displayed a “dummy” cake 
mix set in her office. Buyers dropped 
in to get an advance look at a new 
line of rubber mold sets—and spotted 
the cake mix set. Before she could 
catch her breath to say that the sets 
were not in production, she found 
herself writing orders for 50,000 sets 
“for immediate delivery, not at 
Christmas time.” 

“We recognized immediately the 
value of having the Pillsbury name 
tied in with our cake mix sets,” Miss 
Stanley says, “and once the sets were 
in the market we found that children 
do recognize brand names.” 

Pillsbury, too, has profited by 
teaming up with a toy company. The 
Minneapolis miller has a complete 
advertising, sales and publicity staff 
working to promote the name of Pills- 
bury as well as that of Kay Stanley. 
Other advantages for Pillsbury: 

1. Entrance into a market almost 
entirely foreign to its products . 
cake mixes are sold wherever toys 
are sold. 

2. Empty boxes mean refills and 
when customers come back for re- 
fills there is trafic in the toy store 
to buy more miniature boxes of flour. 

3. Small boxes of Pillsbury cake 
mixes introduced through the Kay 
Stanley Cake Mix Set are found in 
the kitchen. Many mothers, who had 
always insisted on mixing their own 
cake batter, observe the ease with 
which their small fry turn out tasty 
edibles with a toy set. This means a 
larger adult market. 

At the end of the last fiscal year, 
Model Craft, Inc., took in $1 million 
through the sale of approximately 
350 items in its catalog. This year, 


the company is on its way to a 
volume of $2% million. Orders are 
on the books for 250,000 Kay Stan- 
ley Cake Mix Sets, marked “Im- 
mediate Delivery.””. The manufac- 
turer is finding it difficult to keep 
pace with orders from its New York 
sales office and from sales representa- 
tives in Atlanta and Los Angeles. 

Success of this item can be credited 
to the thorough research conducted 
by Kay Stanley and Pillsbury. They 
sought to reduce the proportion of 
every article in the set to a working 
size easy enough for three-year-olds, 
yet not too small for nine-year-olds. 
Both manufacturers baked hundreds 
of cakes in pans of assorted sizes 
until they came up with one which 
had the right dimensions, which 
would not allow the cake to become 
overdone in regular baking time. Now 
how can the kids fail ? 

“What appeals to little girls when 
they see a birthday cake?” they asked. 
They agreed that the answer was 
“Decorations.” So they included 
packages of fancy, ready-mixed frost- 
ing, brightly-colored sprinkling can- 
dies, nonpareils, coconut, and coloring 
for the dough. These edibles can also 
be used to make cupcakes (six-place 
tin included, with liners). 

Kay Stanley has been approached 
by other manufacturers who want to 
tie in with Model Craft. The com- 
pany, however, refuses to take on 
other ‘tie-ins without serious. con- 
sideration, or to put too many 
irons into the fire. Miss Stanley’s 
philosophy is to work on one idea 
completely until it is organized and 
shows progress, before turning to 
a new one. 
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"LOS ANGELES IS AMERICA’S THIRD MARKET 
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x ‘ _ THE TIMES IS LOS ANGELES’ FIRST NEWSPAPER 
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When you're selli 
County inclu . 
The Los Angeles Times g! 


EMPLOYMENT 


The number of people with jobs has jumped 25% since the 1950 census. 
This brings the gainfully employed group in the metropolitan 
area to a record high of 2,117,800. There’s a broad base to this 
employment picture—the Los Angeles market ranks with the 
leaders nationally in value of manufactured goods in many 
categories but it ranks still higher in the number of plants. There isn’t apt 


to be any slack due to one-industry or one-plant curtailment. 
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LOS ANGELES IS AMERICA’S 


34 MARKET 


SALES MANAGEMENT 


INCOME 


Considering civilian residents only (and the Los Angeles market 
has quite a military establishment as a plus) income in 1952 was 
estimated at 9% billion dollars or an increase of 22.9% 
over the 1950 figure. This increase is piled on top of a 226% 
rise in the 1940-1950 decade. The Los Angeles County 
market is a unique combination of urban and rural pursuits: 
the industrial and commercial incomes are augmented by the largest 


A\ QR ° ; , 
XX ky gross cash farm income of any county in the United States. 


Wi 
DWELLING UNITS 


In 1940, the U. S. Census reported 961,531 dwelling units in 
Los Angeles County. This figure increased a flat 50% to 1,442,691 in 
the 1950 census. The number of dwelling units was 1,645,678 at the close of 


1952—up another 14.1%. Rate of increase of the Los Angeles Times’ _ 
@s) 
* ~ 

° P . . P art / 
largest home-delivered circulation of any newspaper in the West with -~0i—/ _ 


home-delivered circulation has been commensurate. The Times has the \-~ 


more than 75% of daily Times readers taking the paper at home. ; ee 
—T, . 4 oS 
fats tok Talend 


AUTOMOBILES 


Total passenger car registrations were 1,892,390 in the Los Angeles 
market at the end of 1952—up 10.5% from 1950. This brought the number 


automotive market, with the current freeway building program sure 


to send it soaring still higher for years to come. 


RETAIL SALES 
The Los Angeles market is third in the nation in retail sales. The 1952 RTS 
total of $5,683,608,000 was surpassed only by New York City’s my 
5 counties and Cook County, Illinois. This Los Angeles figure represents 
a 26% increase over the 1948 total. On a per capita basis, retail 
sales for Los Angeles County were approximately $1300 — 
almost 25% above the nation’s average. Los Angeles 


County has 23% of the total retail sales in the 11 western states. 


THE TIMES IS LOS ANGELES’ i|s¢ NEWSPAPER 


JUNE 15, 1953 


First By Far 
CIRCULATION — The Los Angeles Times 


has the largest daily, Sunday and home-delivered 
circulation of any newspaper west of Chicago. Now, 
The Times has more than 400,000 circulation 
week-days and almost 800,000 Sundays. More 

than 3 out of 4 daily Times readers have the 
newspaper delivered to their homes. 


ADVERTISING —In its field, the Los Angeles 


Times is first by far in advertising — the leader in 
Total Advertising, Display Advertising, Retail 
Advertising, Department Store Advertising, General 
Advertising, Classified Advertising . . . first in 90 
out of 113 classifications listed by Media Records. 
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SALES MANAGEMENT 


How Six Companies Head Off 
Split Commission Scuffles 


Here's a summary of policies governing split credits at: 


|. The Egry Register Co. 


Addressograph-Multigraph Corp. 


Friden Calculating Machine Co., Inc. 


Ditto, Inc. 
SoundScriber Corp. 


You, too, probably have more or 
less frequent donnybrooks in which 
tail feathers fly and tempers boil over 
who-gets-how-much- out- of- this-piece- 
of-business. 

Among forty or more sales execu 
tives polled recently for their opin- 
ions and established policies on split 
credits, this seems to be the consen- 
sus on how best to avoid squabbles: 

1. Analyze carefully the problems 
which arise on split credits and settle 
on a set of principles to apply to these 
cases. In developing these principles, 
let your branch and division men, and 
at least some of your salesmen, ‘“‘have 
a say.” If these men feel they have 
a part in the decisions made, they will 
accept the rules when they are form 
ulated. 

2. If, in addition to a statement of 
principle, you can write specific rules 
governing the various conditions un 
der which order-credits are to be split 
between two or more salesmen—and 
how the split will be made 

3. When these steps have been ac- 
complished, put your policy in writ 
ing and make copies available to all 
field sales personnel, management men 
and salesmen alike. 

4. If you foresee possible develop 
ment of unusual conditions in which 
your rules might work an injustice, 
provide some simple machinery for ap 
peal for adjustment. Make that ma 
chinery simple enough so that action 
on such cases can be taken promptly. 

Most sales executives recognize that 
equitable settlement of  split-credit 
arguments is called for in the inte 


do SO. 


est of strong morale, and good inter 
regional teamwork. ‘They also agree 
that it is hard to formulate a wate: 
tight set of rules which, under some 
circumstances, would not work hard 
ship or injustice on one or more of 
the participants. However, most of 
the sales managers who cooperated 
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2. 
: 
4. Burroughs Adding Machine Co. 
5. 
6. 


with SALES MANAGEMENT'S editors 
in this roundup of split-credit poli 
cies agreed that: 1. The salesmen are 
entitled to a statement of the “ 
rules,”’ at least in principle, and pref- 
erably in the form of clear ordinances 
covering sets of conditions that can be 
clearly defined; and 2. It’s generally 
unsatisfactory all the way around to 
try to handle each individual case on 
its merits as it arises 
cases are very rare indeed. 

Split-credit problems arise most fre- 
quently in companies whose products 
are sold to industry headquarters 
offices, for office and/or factory use 
both at headquarters and in factories 
and offices that may be widely scat- 
tered geographically. Where there 
are service problems involved, the sit 
uation gets progressively more com- 
plicated. 

In the following reports we pre 
sent summaries of policies which are 
minimizing the problem for six com 
panies in the office appliance industry, 
where split-credit situations are quite 
common. 


ground 


unless such 


The Egry Register Co. 
Dayton, O. 


We quote directly from the com 
pany’s formal statement of rules: 

The following schedules are the basis 
of calculation of divisional commission on 
group purchases made by one firm for 
its allied or regularly — established 
branches. These schedules apply to all 
products sold by The Egry Register Co 


Schedule "A" 


1. “Group Plan Orders,” whether 
initial or renewal, which include di- 
visional shipments by us or subsequent 
shipment by customer to territories 
other than the territory in which the 
Group Order is obtained, carry com 
mission as follows 

a. Full commission will be cred 
ited to the sales agent securing the 


Group Order on that portion of the 
order specified for his territory. 

b. 75% of the estimated commis- 
sion on that portion of the order 
which is specified for the territory 
or territories not under contract 
with the sales agent securing the 
order. 

c. 25% of estimated commission 
will be credited to the sales agent 
into whose territory the goods are 
shipped, on that portion of the 
order so shipped. 


Schedule 'B" 


1. On “Branch Renewal Orders,” 
purchased by a local branch for its 
own use, not affected by the Group 
Buying Plan, and subsequent to the 
initial installation, and sold at prices 
not involving Group Plan purchase 
price, if the order is confirmed by, 
invoiced to, or invoice paid by, the 
main office, the following divisional 
commission will apply: 

a. 75% of the estimated com- 
mission will be credited to the sales 
agent in the territory securing such 
branch renewal order on such sta 
tionery or supplies specified for the 
territory under contract to him. 

b. 25% of the estimated commis- 
sion will be credited to the terri- 
tory in which the initial order is 
placed. 

2. In the event of the main office 
discontinuing jurisdiction over pur- 
chases by its branches, the sales agent 
in the territory in which the branch 
is located and securing such renewal 
order will be credited with full esti- 
mated commission 


Schedule "C" 


1. On sales obtained upon lead sup- 
plied by the sales agent in a given 
territory requiring consummation of 
sale at main office located in another 
territory; such lead or leads being 
evidenced by authenticated report filed 
with the company ante-dating the date 
of purchase by not less than five days 
nor more than six months, which re 
port definitely indicates his having 
initiated and developed the prospect, 
and that the order must be approved 
and placed in another territory 

a. Initial orders, same as Sched- 
ule “A” except that 

75% of the estimated commis- 
sion on such portion of firm’s 
group orders specified for terri- 
tory under contract with him 
will be credited to the sales 
agent properly initiating and 
developing the prospect based 
upon proper report filed with 
the company. 

25% of the estimated commis- 
sion will be credited to the sales 
agent securing the order on that 
portion of the order that is 
specified for territory of the 
sales agent initiating the pros 
pect. 

b. Renewal 

Schedule “A.” 


orders same as 


45 


Schedule "D gent in territory where system is agents think well of this system 


used has be ‘ i 2 - i i 
ised s been working on the system we have the problem of getting regis 


and such work is evidenced by an he 3 Hed ith 
. - > 2 > ¢ > ° . 
authenticated report received by th ter systems properly installed and the 


Phis schedule applies to new 
s only 
\merican businessman to 
a great deal of trave ing : 
and during a visit a buyer should the order. In such cases the following in our larger agencies, we do not 
divisional commission will apply: 


company within 90 days ante-dating registers properly serviced. Except 


come contact with an Egry othes 
itsicle territory in which the good 
cs sion to the sales agent securing the , . : : 
PR ncggeye ope see order tial delivery in another territory and 
sVs i é ollo ng ai aie . . — ° 

il commission will apply b. 75% of the estimated commis gets 75° is glad to have the sales 
roc . pose agent m whos agent in the territory where the prod 

1 rri ry th y 8S ar sea, << , 
sion to the sales agent securing the , ” a oe we ucts are to be used get 25° 7, for 


orde * ‘ 
sie then he knows the system in the 


the estimated commis ’ ) : f : . 
sales agent in whose says ©. R. Hall, director of sales branch will be given proper atten 


analysis and statistics for Egry: “It tion.” 


ace ° maintain separate service men, The 
a. 250% of the estimated commis 

sales agent who sells an order for pal 
and place in order 


of the estimated commis 


has been our experience that all sales 


Addressograph-Multigraph Corp. 
Cleveland, O. 


This company writes its split-credit 


For the 6th Straight Year goed seca gear 


branch managers, sales agents and 


salesmen. Here's the quote: 
e Where the order provides that the 
products are to be shipped ... for instal 
“VY lation and use in the territory in which 
the order was obtained, 10007 of the total 


commission will be credited to the account 

* = * ae 7 | of the branch manager/sales agent who 
in residential building chained the oe 

e Where the order is obtained in one 

Bg | branch/agency territory, but provides that 

the products are to be shipped... for 

installation and use into any other ter 

ritory, 2507 of the total commission will 

be credited to the account of the branch 

manager/sales agent who obtained the 

order, and 75+ of the total commission 

will be credited to the account of the 

ranch manager/sales agent who has the 

contract for the territory into which ship 

ment for installation and use is made 


} 


od 


Savs B. L. Mavers, sales manager: 


Miami - 3 ee poner “This policy has worked in an equit 


; able manner for products we sell, in 

ah eta ' : asmuch as a considerable amount ot 

bl alt st time must be spent at the point of in 
: stallation to instruct operators, set up 

ne the necessary procedures, ete. Ou 
company has had this policy for a 

good many years and our salesmen 


definitely accept it as one of the rules 
Dwelling units per 1,000 population Source: Florida Power & Light Co. ak en eaten ™ 


Housing Booms—and Number of Friden Calculating Machine Co., Inc 
Gold Coast businesses doubles in 8 years! on 


Repor ts L. B. Taylor, vice presi 
Whether it's building new homes or starting new businesses, Greater dent: “We have a well-defined rule 
Miami and all of Florida's Gold Coast continue to shatter all records and 


° rf ° ° that guides « r me ( cases f split 
to demonstrate the soaring potential of this area's year round economy. = 5 gia sampalcscting et Mga 20 


credits. We allow one-fifth of the 
If you want to build new business, then don’t miss this booming, billion commission to the territory where the 
dollar market—nor the blanket low-cost coverage of The Miami Herald. order originated and four-fifths to the 
For this dominant medium will deliver 900,000 residents plus a million 


territory where the equipment is de 
Gold Coast visitors this summer alone. See your SB&F man today! my 


livered for use.” 


Burroughs Adding Machine Co. 
Detroit, Mich. 


This company splits credit three 
ways. ‘The participants are the sales 
man or branch taking the order, the 
salesman or branch in whose territory 
the equipment is used, and the sales 

JOHN S. KNIGHT, Publisher man o1 branch responsible for the 
STORY, BROOKS & FINLEY, National Reps. 4 <a headquarters office of large national 
Affiliated Stations -- WQAM, WQAM-FM . companies. 


SALES MANAGEMENT 


Ihe break up goes like this: 

Salesman or branch taking the or 
der: | 6 

Salesman or branch where equip 
ment is used: 2/3 

Salesman or branch handling head 
quarters office: 1/6 

This split applies to machines o1 
equipment in which the sale is con 
sidered to require the cooperation of 
two or more salesmen or branches in 
der to achieve proper application 
and installation. In the case ot 
equipment considered ‘Shopping 
items” (certain models of adding ma 
chines and cash registers) the sales 
man taking the order, regardless of 
the point of usage, receives full sales 
credit. There are only a few excep 
tions to these rules: Thev cover sales 
to the Government, export sales, and 


sales made for storage or future use. 


Says W. D. Lewis, assistant gen- 
eral sales manager: “It is obvious that 
any method of dividing sales credit 
and commissions which could be based 
on effort expended would be the ideal. 
Insofar as is practicable, this is the 
basis for our rules. However, there 
are certain limiting factors . . . for 
example, if credit is given based en 
tirely on sales effort, nearly all cases 
would be subject to examination and 

mination by some individual o1 
committee. Such a plan would be al 
most impossible to administer in an 
organization of our size. Even if it 
were possible, it would be very costly 
ind would probably still be subject to 
criticism because of differences of 
opinion, or the possibility of decisions 
that might be influenced by personal 
prejudice e. 

“Qur particular problem is com 
plicated by the fact that our domestic 
operation involves, for the most part, 
small territory operations, but with 
overlapping sales effort. Some men 
operate in geographical territories, 
some may work with special named 
accounts, or specific lines of business. 
Many sales are made through central 
buving offices of concerns that are na 
tional in scope. Sometimes sales may 
involve shipment to Canada or some 
other export market. 

“While our policies are clearly set 
forth, there are occasional cases that 
require individual interpretation, but 
these are very much in the minority. 
When such cases do come up, they 
are referred to cone individual in our 
management staff whose responsibil 
ity it is to administer the established 
policies or gather the facts and make 
the decisions in borderline cases. It 


is also his responsibility continually to 


+ 
« j 


udy this p oblem for the yurpose of 
I pury 
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revising or amending policies in or- stationers or paper merchants who 
der to assure the most equitable dis handle Ditto products. 

tribution unde: all conditions and ‘These are the rules, somewhat 
circumstances.” abridged: 


Definition of Government Sales 


Ditto, Inc. Sales to the U.S. Government are de 
Chicago, Ill. 


fined as all sales to direct subdivisions of 
Thi mnany is one that has writ the Government as listed in the “United 
' « s < « . 

sha: h : States Government Organization Manu 
ten a special policy statement on split al,” and which are directly operated by 
credits as applied to sales to the U.S. the Government and financed in total by 
Government. The rules set forth in Congressional appropriations, including 
it apply only to direct sales made to all Peewee ee Sr ae Bg sales 
. are direct obligations of the . Grovern- 

the Government by Ditto branches o1 


ment and are paid by the U.S. Treasurer 
dealers. It does not apply to sales by ol authorized government = disbursing 


WORCESTER 


7 


Yow ih 


Manufacturing 
County in the 

| nited States...with 
$69?.000,000 

in value added 

by manufacture. 


WORCESTER TH BEST 
TEST MARKET 
In its Population Group (150,000 to 250,000) 
—_—— 
WORCESTER WORCESTER, MASSACHUSETTS 
TELEGRAM George F. Boath, Publisher 


-GALEVWE MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


OWNERS OF RADIO STATION WTAG AND WTAG-FM 


“This is the size we make for the Growing Greensboro Market!" 


ERI 


MINIATURE 


CAMERA 
WORKS 


Sales Management Figures 


ofhces. Excluded from this practice are 
quasi-government activities 

They may be created and authorized by 
Acts of Congress and to some extent 
financed or subsidized with government 
funds, but they also have other sources of 
revenue obtained from the service or 
activity they are engaged in. Examples 
are the Federal Reserve Banks, Tennessee 
Valley Authority and the Home Owners 
Loan Corp. Also excluded are independ 
ent or international organizations such 
as the United Nations, which may be 
supported in part by the U.S. Govern- 
ment and which may receive Government 
prices. 


COMMISSION ON SALES TO 
THE U. S. GOVERNMENT 


A. When machines or supplies, pa- 
per and printing are sold to the U.S 
Government by special representatives 
or by Washington, D.C., salesmen for 
delivery and use within the Washing 
ton, D.C., territory, full commission 
will be credited to the U.S. Govern 
ment commission account.* 

B. On machines, supplies, paper or 
printing sold to the U.S. Government 
by special representatives or by Wash 
ington, D.C., salesmen for delivery 
and use in the territory of another 
branch or dealer, the commission shall 
be divided 

14 to the U.S. Government com 
mission account 

¥4 to the salesman in whose ter 
ritory the merchandise is shipped 
and used. 


FOR FAST-DEVELOPING SALES in the 
South’s No. 1 State— put your products in 
the Growing Greensboro Market picture, 


where 


1/6 of North Carolina’s 4-million 


people account for 1/5 of the state’s total 
retail sales. .. Whether your business is food 
gasoline, furniture, apparel, drug or genera 
merchandise — you'll bring into sharp focus 


20% 


of North Carolina’s buying activity, 


here in the Growing Greensboro Market — 


served daily by 


104,000: copies of the 


GREENSBORO NEWS and RECORD... 


The only medium with dominant coverage in 
the Greensboro ABC Market, with selling 
influence in over half of North Carolina! 


Greensboro 


ws and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


C. On machines, supplies, paper or 
printing sold to the U.S. Government 
by other branch salesmen or dealers 
to be shipped and used in their own 
territories, the commission. shall be 
divided 


; to the U.S. Government com 
mission account. 

¥% to the salesman obtaining the 
order and in whose territory the 
merchandise is used. 


D. On machines, supplies, printing 
and paper sold to the U.S. Govern 
ment by branch salesmen or dealer 
(other than the Washington, 
office) for shipment and use in the 
territory of another branch or dealer, 
the total commission shall be divided 


to the U.S. Government com- 
mission account. 
, to the order point 
') to point of use 


SYSTEMS SALES [O THE UV. S. 
GOVERNMENT 


A. The Washington, D.C., office and 
personnel of Ditto, Inc., is expected to 
develop and follow through on all new 
systems applications, trial installations, 
orders and other systems matters per 
taining to the U.S. Government with 
the normal cooperation of branch 
salesmen and dealers... All informa 
tion on government systems applica- 
tions or prospects should be forwarded 
to the U.S. Government manager at 
Washington 


=n) 
\-\ 1 


WAREHOUSING 


A. On government sales involving 
sizable quantities of machines and/or 
materials and where the destination 
would indicate warehousing, 14 or % 
of the commission (depending on the 
type of order) will be placed in a 
suspense account. When such materials 
are reshipped to the actual point of 
use, requests for transfer of commis 
sion should be entered by the salesman 
at the point of use. All transfer re 
quests must be entered within 90 days 


*Ditto’s use of the expression “U.S. Goy 
ernment Commission Account’ requires 
explanation. Says W. J. Biddle, sales 
administration manager: “The cost of 
maintaining an ofhce in Washington is 
considerable. Therefore we have adopted 
a standard policy of placing '4 of the 
commission on government business in a 
special account to be used to defray the 
salary and other expenses of the Wash 
ington office. This is done regardless of 
where the particular sale was made, or 
whether it was a negotiated sale or se 
cured on a bid basis. Usually of the 
rommission goes directly to the salesman 
making the sale, in the particular locality 
where the material was actually pur 
chased. In some rare cases, where it is 
obvious that the merchandise is going to 
be warehoused, the remaining 50° is 
held in a pool until such time as the mer 
chandise or machine turns up for actual 
use. Then the final commission is turned 
over to the salesman at the point of use.” 


SALES MANAGEMENT 


after arrival of the machines or ma 
terials at the point of use. 


(Detail of procedure for making 


such transfer requests is included in 
this Ditto Standard Practice Memo.) 


And here’s the abridged version of 


the rules which apply, at Ditto, to 


other-than-government business: 


COMMISSION SPLIT ON 
MACHINES AND SUPPLIES 


A. Total commission will be paid to 
the salesman on machines, supplies, 
printing: and paper sold to commer 
cial accounts in his territory for de 
livery and use within that territory 
with the exceptions as covered in 
Sections 5 and 6 of this Standard 
Practice Memo (reference is to. para 
graphs quoted below on sales to na 
tional accounts, and sales of new 
Ditto systems.) 


B. Except as provided in Sections 
5 and 6, when a salesman obtains an 
order for machines, supplies or paper 
from a customer in his territory for 
delivery into the territory of a sales- 
man in another branch or dealer terri- 
tory, the commission shall be divided 

; to the salesman who obtains 
the order. 

¥%4 to the salesman in whose ter- 
ritory the merchandise is used. 


Write for your United Rate Calculator to 
help determine moving costs. We wili 
also send a helpful United Moving Kit. 


UNITED VANS EXCLUSIVELY 
ARE * SANITIZED 
FOR YOUR PROTECTION 


C. Except as provided in Sections 5 
and 6, when a salesman obtains an 
order for printed forms from a cus 
tomer in his territory for delivery into 
another branch territory, the commis- 
sion shall be divided: 

1, commission to the order point 
14 commission to the point of use. 


D. The provisions B and C (above) 
are not intended to apply to transac- 
tions involving more than one sales 
territory within a branch. In_ these 
cases full commission normally will 
go to the point of use 


E. No commission will be paid to a 
salesman or branch receiving an ordes 
through error or through chance from 
a customer outside the territory 


F. On orders for supplies, paper or 
printing amounting to less than $10, 
full commission will be paid to the 
salesman in whose territory the sup 
plies are to be used. 


COMMISSION SPLIT ON SALES 
TO NATIONAL ACCOUNTS 


4. A restricted list of Registered 
National Accounts constituting excep- 
tions to the general rule expressed in 
A, B, and C above will be set up at 
the home ofhce. These accounts will 
be considered and decided upon purely 
on the need and value of exceptional 
ittention to the home ofhce of the na 
tienal accounts, and will be subject to 
periodic review and approval by the 
home ofhce national accounts depart 
ment, 


B. On orders secured by the sales- 
man covering the headquarters point 
of a Registered National Account sub- 
ject only to [the rules quoted later 
covering sales of new Ditto systems], 
the commission will be divided as in 
B and C of the rules pertaining to 
credit split on machines and supplies. 


C. On orders for machines, supplies 
or printing secured at point of use 
other than the headquarters point, and 
billed by Ditto, Inc., to the headquar 
ters or branches of a Registered Na 
tional Account, the total selling com 
mission will be divided, subject only 
to sales of new Ditto systems: 


A minimum of 1/10 and a maxi- 
mum of '% to the salesman in 
whose territory the headquarters 
office is located. 


A minimum of 4% and a maxi 
mum of 9/10 to the salesman ob 
taining the order and in whose 
territory the machines, supplies or 
printing will be used. 


D. If this order point is neither the 
point of use nor the National Account 
headquarters, the commission will be 
divided as follows 


National Account headquarters 
commission at the established rate 


Order-point comimssion: '4 on 
machines, supplies, and paper; on 
printing, 1% less National Account 
headquarters commission. 


Point-of-use commission: balance 
of commissions remaining after de 
ducting the former. 


“Thanks a Million for Arranging 
Our Move by United!” 


@ Forget the bothersome problems of moving 
your salesmen and executives . . . the simple 
solution takes only a minute of your time— 
Call United Van Lines! 


@ United's Pre-Planned service completely 
takes over and relieves you of troublesome 
details—whether you're moving one man or 


a whole office. 


@ Keep everyone worry-free, including yourself! 
Call the helpful United agent nearby, listed in 
your classified phone book. 


iu nited VAN LINES, INC. 


* 
‘ 


MOVING WITH CARE EVERYWHERE 
OVER 400 AGENTS IN U.S. and CANADA 


Headquarters—ST. LOUIS 17, MISSOURI 
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Colloquially It's “The Circus Situation" 


... that’s what SoundScriber calls it. It’s one of the freaks that turns 
up to plague companies that are trying to reduce split-credit policies 
to a set of rules. 


CAMEL 
CIGARETTES' Since geography is a key element in split-credit sales, sooner or 


later the firm must answer the question: “What if the sale doesn’t 
consistent ads in ‘stay put’?—What if the equipment moves around?” Phraseology 
The Beacon Journal covering such situations turns up in the standard practice statements 
are reaching .. . on split-credits of both SoundScriber Corp. and Ditto, Inc, 


This is what SoundScriber says: “Where equipment is purchased 
by circuses; traveling theatrical groups such as ice shows; traveling 
fe 0 auditors; salesmen and the like; the impracticality of trying to arrive 


at an equitable split of credit is obvious. There is no split of com- 
OF THE HOMES mission involved. The selling distributor gets full credit.” 


There’s no other 
d t Ditto’s policy is the same: “When a machine is sold to a boat, 
MOGIUM OCF COMD) circus, traveling car, or other transient business, and the machine 
nation of media is moved from place to place, all the commission is paid to the, sales- 
that offers so much man in whose territory the order is taken, provided this point is the 
first point of use.” 

for so little. 


him 


E. Customers will be set up on the , of the total commission to the 
Registered National Accounts list only salesman securing the signed pur- 


N EW SALES TOOL upon formal application of the sales chase order. Exception: In the case 
man or branch covering the account of Registered National Accounts as 
headquarters. Evidence will be re provided in the rules covering na 


Gets quired concerning the operating setup tional accounts, 3/20 of the total 


of the customer, where control of pur commission will be paid to the 


chases and methods lies, and the ability salesman securing the signed order, 
4 of the headquarters salesman substan 1/10 to the salesman covering the 
Amazin tially to influence the over-all national headquarters of the account. 

sales. For customers to be set up on ; of the total commission to the 

the Registered National Accounts list, salesman in whose territory the ma 
| quarterly reports of progress will be chines, supplies and printing are 

esi ts required of the salesman handling the shipped and used 
” National Account headquarters, B. This division of commission shall 
F. The provisions of this Standard apply on machines and all supplies 
View-Master stereo color pictures will add Practice on commission split of sales and printing which are included as a 
a dynamic new selling dimension to the por- to national accounts will not apply to part of the original installation. All 
trayal of your products and services! Sales- subsidiary companies of a Registered supplies and printing purchased sub 
men like to use View-Master “come to life” National Account unless these sub sequently will be governed by stand 
victures because they get and hold attention, sidiaries are specifically included and ird practice as covered by the sections 
reste they're lightweight, compact, easy listed on machines and supplies and national 
to carry and show. Sales managers like View- accounts. 

Master stereo pictures because they get re- COMMISSION SPLIT ON SALES C. On extension of the new system 
sulis at low cost! If you have a selling OF NEW DITTO SYSTEMS by the customer to other points of use 
problem, big or small, View-Master stereo within two years of the original sys 
pictures can help you solve it. Write for A. When a salesman develops or tems sale, commission on the original 
complete information. a sells a new Ditto system including a machines, supplies, and printed forms 
; j * \ Ditto machine and/or printed forms for the new point of use shall be split 

WItUE MAS TEA / 5 DX 2 to an account other than the U.S. Gov in accordance with Section A above. 

, Ly .@) ernment, for shipment into another D. Salesmen who have left the com 

(9 . branch or dealer territory, the total pany or who have transferred to an 
STEREO SELLING PICTURES <4 commission on the sale shall be divided other branch or dealer territory will 
& Sawyers Inc as follows not be entitled to commissions on sub 


H SAWYER'S INC., Dep!.SM 1, of the total commission to the sequent extensions of the Ditto systems 
salesman or salesmen developing in which they may originally have 


Portland 7, Oregon 
the system, designing the forms, shared 


Please send information about View-Master three . » S — ° 
laying out procedures, ete. Where E. To be eligible for split of com 


dimension pictures for commercial use 
two or more salesmen cooperate in missions as provided in this section, a 


Goos/ 


cee ec emaewemme wand 


Company Name P : B : 
this phase of the sale, the '% sys new system sale is defined as one in 


tems commission will be split as which a Ditto master is used to repro 
fairly as possible between them duce a multiplicity of business forms 
the decisian to be made by the Sys or records, and by which at least one 
tems Department at the Home complete or partial rewriting of the 


Address 


City 


eres een ee ee = 


¢ 


By 7 Position . — 
iiviateitiedbbanonnwaaya” Office filled-in information is eliminated. It 
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\ 


This tells 
where to go and shop! 


Year in, year out, 9 out of 10 shoppers all over America open the ‘yellow 

pages’ of the telephone directory to find out where to buy. Surveys prove it. 

And, when you use Trade Mark Service in the ‘yellow pages’ to display 

your trade-mark over a list of your local dealers, you’re reaching pros- 

pects right at the time they are ready to buy. Your dealers’ sales increase 
. vour sales increase. 

Trade Mark Service is the economical way to give sales a ‘‘go”’ signal 


wherever your product is sold. 


For further information, call your local telephone business office or see Standard Rate and Data (consumer edition) 
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PUT A 
BIGGER KICK 


4/ 


in your best 


advertising 


ideas! 


Switzer DAY-GLO Daylight Fluores- 
cent Colors—“the Brightest Colors in 
the world’ —are up to four times as 
bright —visible four times as far as the 
brightest of ordinary colors. That extra 
brightness can mean new attention, 
new impact, new sales for you! 

More than 4,000 Switzer licensees in 
graphic arts and other industries have 
voluntarily pledged themselves to fill 
your daylight fluorescent requirements 
im accordance with the high standards 
of DAY-GLO quality and workmanship. 


Write Today for Your New Color Guide! 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. + Cleveland 3, Ohio 


IN CANADA, STANDARD SALES COMPANY 
4097 Madison Avenue, Montreal 28, Quebec 


involves more than the straight dupli- 
cation of identical copies. 

F. Whether a particular sale will 
qualify as a systems installation for 
split commission and the proportions 
in which each salesman will share un- 
der Section A above will be deter- 
mined in each case by the Home Office 
Systems Department from all the 
available facts—keeping in mind that 
the intent of this split commission pol- 
icy is to encourage a maximum effort 
in the sale of systems to National 
Accounts and to reward salesmen as 
nearly as possible according to the 
effort put in and the results obtained. 

G. In order to receive consideration 
for a share (all or part) of the Sys- 
tems commission as provided in Section 
A above, a salesman uncovering, origi- 
nating, or developing a systems appli- 
cation for a National Account shall 
give notice in writing to the Home 
Office Systems Department prior to the 
sale, including such information as 
may be required concerning the pres- 
ent and proposed new meth#d, samples 
of present forms, number and location 
of branch plants affected, and other 
pertinent information. 


Says W. J. Biddle, “our policy 
produces a minimum of friction.” 


| The SoundScriber Corp. 


New Haven, Conn. 


This company operates for the most 
part through independent distributors 
who adhere to standards set by the 
company. Here are the rules which 
govern split credits on their equip- 
ment : 


1. The distributor who origi 
nates (sells) an inter-territorial 
sale contacts the distributor in 
whose territory the equipment is to 
be delivered, to: 

a. Determine that the delis 
ering distributor has the re 
quired equipment in stock, and 
that the machine serial num 
bers are current and in line 
with those the selling distrib- 
utor will be delivering in his 
own territory. 

b. Request that he make de- 
livery out of stock, giving full 
particulars on delivery instruc 
tion. 


2. In the event that the deliy 
ering distributor finds he cannot 
satisfy the order from stock, he 
immediately institutes an order on 
the factory and is invoiced in the 
regularly established manner. 


3. When delivery is completed, 
the delivering distributor notifies 
the originating distributor, with 
satisfactory proof of such delivery. 
Official record of delivery is for 
warded to the SoundScriber home 
office, including the machine se 
rial numbers involved in the in- 
ter-territorial sale. 


4. The above material is then 
matched with information from the 
selling distributor who forwards to 
SoundScriber the name of the de- 
livering distributor and a copy of 
the customer invoice, which the 
selling distributor issues. Any spe- 
cial terms, trade-in allowances, al- 
lowed quantity discounts, are 
noted. 


At this point the SoundScriber 
Corp. takes over the final administra- 
tion of the split sale—namely, issuing 
proper credits to selling and deliver- 
ing distributors. To wind up the 
sale, the SoundScriber Corp. invoices 
the selling distributor for one-half the 
profit from equipment delivered by 
the delivering distributor, plus the 
full dollar value of the warranty al- 
lowance, plus the distributor cost of 
the equipment delivered by the de- 
livering distributor. 

For the delivering distributor the 
company issues a credit memo for half 
the profit from the equipment he has 
delivered, plus the warranty allow- 
ance, plus the distributor cost of the 
equipment he has delivered. 

The distributor who originated the 
sale does the billing, and therefore 
gets paid for the equipment regard- 
less of where it is delivered. Al- 
though the delivering distributor 
might order equipment from head- 
quarters for delivery, he is neverthe 
less credited for the cost of this 
equipment and the originating dis- 
tributor is charged for it. 

Through this system all debits and 
credits on inter-territorial sales are 
under control of the SoundScribe1 
Corp. home office for equitable han- 
dling. The entire operation is done 
on paper, against the outstanding ac 
counts of the distributors concerned. 
This eliminates correspondence and 
exchange of checks among distribu 
tors, and the attendant confusion that 
might be undesirable for the company 
from a customer relations standpoint. 

Another phase of this inter-terri- 
torial split sale proposition is the in- 
stance of equipment being purchased 
in one territory and soon (within 90 
days) moved to another territory. 
The procedure on this type of split 
sale is as follows: 


1. When a distributor finds 
equipment in his territory which 
he did not sell, he ascertains as 
accurately as he can the purchase 
date, the distributor who sold the 
equipment, and the date the 
equipment came into his (the dis 
covering distributor's) territory. 
If the equipment delivery history 
appears to fall within the 90-day 
allowed period for split sale con 
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sideration, the discovering distrib- 

utor advises the SoundScriber 

Corp. 
2. From the home office rec- 
ords, SoundScriber can ascertain 
the exact delivery date. If it falls 
within the 90-day period, the 
company automatically debits and 
credits the originating and dis- 
covering distributors respectively 
on their accounts. These memo- 
randums show each distributor 
what action has been taken and 
why. 

3. If it is ascertained that the 
transfer of such equipment is out- 
side the 90-day period, then the 
discovering distributor is so noti- 
fied and the case is closed. 
Where, in the summary above, the 

word “credits” is used, it includes 
both dollar credits and credits toward 
quotas and in contests. 


“This procedure,” says R. W. Da- 
vidson, vice-president and _ general 
sales manager, “is working out very 
well.” 

He says, too: “The question of in- 
ter-territorial sales is extremely im- 
portant to us. For the most part our 
new equipment carries a one-year 
guarantee and our responsibility to 
the original purchaser includes tech- 
nical service as well as educational 
and training service, regardless of 
where the equipment may be located. 
In fact, we feel a very definite re- 
sponsibility to our customers even 
after the guarantee has expired, and 
in order for us to discharge our ob- 
‘ ligations, both contractually and 
morally, a proper plan for handling 
inter-territorial credits is essential so 
that our retail outlet will be in a 
frame of mind to help us live up to 
these obligations. . . . 

“Prior to the present plan for han- 
dling split credits, the exchange of 
credits for split sales was left in the 
hands of the two or more participat- 
ing distributors. The only time we 
took part was when there was dis- 
agreement, and we acted as arbitrator. 
The shortcomings of such a system 
are obvious.”’ 


Coming Soon 
. . « in Sales Management 
the story of an incentive cam- 


paign that lifted sales 33!/;%, 
during the “off” season. 
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business 
is 
specialized 


and nothing specializes on your business like your business paper 


This canny young fishmonger picks his customers for a 
sure sale. He specializes. Just as you do, in your business . . . 
and in your business reading. This business paper of yours 
specializes on facts that touch your profits, affect your prod- 
ucts, solve your problems. It gives you a crew of specialists to 
round up news, analyse new techniques, dig up data on what- 
works-and-how ... with a single-minded concentration on 
your particular field. Read it regularly . . . cover to cover... 
editorial and ad pages... for news, ideas, and where-to-buy- 
what. It does a job for you that nothing else does! 


This business paper in your hand has a plus for you, 
because it’s a member of the Associated Business Publications. 
It’s a paid circulation paper that must earn its readership by 
its quality. And it’s one of a leadership group of business 
papers that work together to add new values, new usefulness, 
new ways to make the time you give to your business paper 
still more profitable time. 


NEXT ISSUE you'll be reading about... 


Lee Hat’s Idea Genter: 
Showroom with Accent on Selling 


Retailers who call at Lee's New York head- 


quarters get a quick, painless education in 
point-of-purchase merchandising. 


in Sales Management 
July 1 
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Ose of @ series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 
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HASPEL BROTHERS. INC 


1953's high style is Orlon. That's why .. . 


In Men's Suits, 
Haspel Must Be Nimble 


First buyers rushed Haspel for linen... then cotton seer- 


sucker... and now for Orlon. By setting and following 


fabric and fashion trends for 43 years, Haspel sells 26°, 


of all summer suits. Market tests are run in three cities. 


BY DAVID 


when the well-dressed 
man wore spotless white linen in sum 
mer? When linen lost its appeal for 


Remember 


men, people in the men’s clothing in 
dustry wondered what would happen 
to Haspel Brothers, Inc., one of the 
largest linen suit manufacturers. 
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MARKSTEIN 


‘The next time Haspel’s future was 
questioned, the New Orleans manu 
facturer was making seersucker and 
cotton cords. With the acceptance of 
Orlon, Dacron, nylon and other syn 
thetics, would Haspel shift again ? 

The challenge was accepted. 


While Haspel is. still 
ords and seersuckers, they are now 
nade largely of the new synthetics. 
\ measure of the ability of this 43 
vear-old manufacturer to swing with 
he times—in fact, to anticipate them 

can be seen in Department of Com 
nerce figures quoted by Josh B. Ton 
kel, vice-president in charge of sales. 
“These show,” he says, “that 26°¢ of 


producing 


summer clothing production comes 
from our plants.” 

Over the nearly half century it 
has been. dressing man for comfort in 
hot weather, Haspel has seen clothing 
stvies and fabrics change many times. 
The company’s policies have always 
been dynamic and flexible. Each new 
trend—which, like all trends, results 
in some of the old leaders being re 
placed by new ones—has been antici- 
pated. 

Savs ‘Tonkel: “After World Was 

Il rayon was ‘new’ for men’s suits. 
We first marketed rayon suits about 
18 vears ago. Last vear, Orlon, Da 
ron and other synthetics won na 
tional notice. We got into that field 
n 1948. When the new fibers came 
out, we saw possibilities and decided 
to set the trend, rather than to swing 
with it.” 

The discovery and setting of new 
summer clothing trends does not de- 
pend on someone happening to notice 
style. Haspel ‘‘re 
searches” sales trends in key markets. 
It also has a plan—successful to date 

for helping to build up the trends it 
backs. 

While important fabric changes do 
not come every year, style changes do. 
It is important, Tonkel feels, to keep 
abreast of these changes in style. But 
hundreds of new “styles” are born for 
every style that catches on. To deter- 
mine what men will want next sum 
mer is a job for the market laboratory. 

The “lab” consists of three test 
market 
chosen in the U.S. so that no local o1 
regional preference gives a distorted 
view of fabric and style preferences. 
Each year a trio of different cities is 
chosen. 

Haspel wants to establish markets, 
too. For that reason, special emphasis 
is placed on selling the style, comfort 
and desirability of Haspel summer 
clothing to a group which not only 
represents the future market, but 
which leads both tomorrow’s tastes 
and todav’s. 

“These,” Tonkel points out, “are 
the college youth, particularly in Ivy 
League universities. We feel that by 
establishing Haspel early, we have put 
vir foot firmly in the door for the 
years to come. It is important in mak- 
ing the company grow.” 


a new fiber or 


cities. These are carefully 


National advertising once played 
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Headline News: 
Building Material Supermarts 
Piay Major Role in Today’s 


“BUILD-IT-YOURSELF’ ERA-- 


* . | 
eortuecas - Pe. 
a 
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“-ssentials at iis being | room 
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What the United Press “discovered” about lumber and building 
material supermarkets, BSN’s editors and advertisers have known all 
BSN’s Building Material Supermarkets sell . . along. Fact is, they sparked this major merchandising revolution 
; : . é oduced today’s , streamlined, one-stop sources ildi 
a ee ee a a that pr duced today’s modern streamlined, one-stop sources of building 
- paint stores. material and home service products valued at more than 


$8,000,000.000 annually. 
MORE builders’ hardware than hardware stores. ? 


BSN’s 20,000 lumber and building material dealer-readers are 
MORE Do-It-Yourself business than any other generally the biggest local merchants in most communities. They average 
~~ outlet. $356,000 in annual sales — that run into millions for many, 
And, of course more lumber & building materials If you, too, are looking for dealers who sell, let us tell you how to 
— than anyone! reach them through BUILDING SUPPLY NEWS — 
always the industry’s first merchandising dealer publication. 


MARKET.” There’s no cost or 


< « 

~ 
On your letterhead — write today for * 
copies of BSN’s “DO-IT-YOURSELF” mt 8 U : L D i he G 
and “SELLING THE SWEAT EQUITY “ a Z 

ia 

obligation for these valuable keys ty 5 U ? Pp LY ® & we 5 
to an increasingly lucrative selling 


opportunity. 5 South Wabash Avenue, Chicago 3, Illinois 


Did You Ever - 

Taste Cream ee 

From A 
“Sacred Cow’’? 


If you have a sizable list of customers, 
prospects or inquiries about your prod- 
uct or service . . . don’t hold it sacred 
for your own infrequent use. Make it 
yield up its inexhaustible supply of 
cream by renting it, at a good price, tw 
other non-competitive direct-mail users. 


You'll find it keeps the list “alive”. . . 
actually increasing its effectiveness for 
you, while yielding enough extra reven- 
ue to pay pare or all of your list-main- 
tenance costs. 


Tell us how many names you have. 
We'll cell you what to expect in list- 
rental cevenue. 


GEORGE R. BRYANT CO. 
75 East Wacker Drive 
Chicago 1, Ill. 


~ 
GEORGE R. BRYANT CO. 
of N_Y., INC. 
595 Madison Avenue 
. New York 22, N.Y. 
ember National Council of Mailing List Brokers 


‘transportation costs 
~ adding up to headaches? 


+ °2/3/4|7/9 8 


‘Free yourself of the expense 
and trouble of maintenance, 


bookke wy invest- 
ment. ‘AL is the 
modern business way of enjoy- 
bate uniform new car fleets 


ing, c 


t lowest cost. 

Town Auto Rentals invidie 
ecial plans for invididual 

test “te ate oy 

» DEDUCTI @ Immediate 

delivery of new 1953 autos. 


' “Write for TOWN folder. 


UU), mettre RENTALS, INC. 
‘Broad Street, Philadelphia 8, Pa. 


CONSTANTLY CORRECTED 
MAILING LISTS 


Manufacturers, Wholesalers, Retailers 
Hotels, Colleges and many others 
ALL LISTS ON PLATES 
WE CHARGE ONLY 
FOR ADDRESSING 
100% Accuracy Guaranteed 


Catalog on Request 


=SPLED-ADIRESS. 


48-01 42nd St., Long Islend City 4, N.Y 
Stillwell 4-5922 


up the comfort angle. Now it empha- 
sizes the combination of comfort and 
style. Tonkel finds two tasks: 

“In the South,” he says, “we must 
sell men on dressing up. In other 
words, on wearing comfortable suits 
in hot weather and not just shirts and 
ties. To men in those states, we sell 
the fact that style need not be un- 
comfortable. 

“In northern states, on the other 
hand, the job is to dress men down, 
to sell the truism that a man need not 
swelter in order to look well dressed.”’ 

Salesmen who call on department 
store buyers and men’s wear stores 
are a different breed from the usual 
manufacturer salesmen. “In fact, we 
do not even call them salesmen,” 
Tonkel explains. “They're sales mer- 
chandisers.” 

The difference in classification ex- 


plains a large part of the function of 
Haspel representatives. Many were 
formerly retailers. Training and con- 
tinuing practice do not emphasize how 
to make the retail buyer sign an order, 
so much as how to make his selling 
efforts successful. 

On their calls, sales merchandisers 
spend a great deal of time reviewing 
merchandising tactics with the re- 
tailer, more than they do in showing 
him new lines and suggesting how 
much of each he should sell. Build 
orders for the retailer, Tonkel rea- 
sons, and orders to the factory will 
come as a matter of course. 

“But the main thing about this 
system,” says Tonkel, “is that our 
representatives think as retailers, and 
not as factory men. They talk in 
terms of how the retailer can build 
up demand for our suits.” 


Sales Manager's Bird Cage 


OAR 2 


PURCHASING 


WAITING WILBUR .. 


. The Setten’ Hen 


wastes precious selling time every week cool- 
ing his heels in reception rooms. He would 
rather sit and hope for an interview than go 
out to make those extra calls. 


© 1953 William G. Damroth & Co. 


ail 


SALES MANAGEMENT 


—no matter 


how much money 

you spend 

or 

how many pages 

you buy 

in other Detroit media 
you still need 

The Detroit Times 


to cover the 


Detroit Times ‘SHALF’”’ 


of the great and growing 


Detroit Market. 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


JUNE 15, 1953 


Ist quarter, 1953—display advertising volume 


LT] RCT inthe 
| states ofthe WEST 


among «ll chemical magazines! 


In the first three months of 1953, CHEMICAL PROCESs- 
ING leads all other chemical magazines in display ad- 
vertising. The charts below are from actual count of 


Space inthese magazin. a on oo oe ee ee ee oe 


most display space most advertisers 


CHEMICAL PROCESSING carried More display advertisers ap- 
more pages of display advertis- peared in CHEMICAL PROCESS- 
ing than any other magazine in ING than in any other publica- 
the chemical field — 29.0% more tion — 47.6% more than the sec- 
than the second-place magazine! ond-place magazine! 


Chemical Engineering 
News 


Chemical Engineering 


Chemical & Engineering News 
Chemical Week 


Chemical & Engineering 


Chem. Eng. Prog 


most dollars most exclusive accounts 


CHEMICAL PROCESSING More display advertisers chose 
carried the greatest dol- CHEMICAL PROCESSING exclu- 
lar volume of display sively over competitive media — 
advertising—25.5% more 100% more exclusive accounts 


than the second-place than the second-piace magazine! 


Chemical Engineering 


Chemical & 


Chemical & Engineering News 
Engineering News 


Chemical 
Engineering 


*Figures based on a 12-time rate for monthly magazines; ** industrial & Engineering Chemistry. 
13-time rote for weekly magazines 
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THE NEW CHAMP" 


in the eleven western states! 


SFr 
} O wasn, 


j 


RECO, 


SZ a oe os oe oe on ial === 


.. here, “habit-buying” is not deeply-rooted! 


... here, among the young, vigorous companies of the West, it’s to- 
day's performance that counts—not yesterday’s history! 

... here, the advertising of these companies must prove itself. 

... here, in a few short years, CHEMICAL PROCESSING has forged 
ahead of all other chemical magazines... 


AND HERE'S WHY: 


1. EDITORIAL LEADERSHIP — 15 editors give terse, timely, that the advertisements in CHEMICAL PROCESSING 
technically-accurate information on new processes, tech- are read and acted upon. Such performance is not to be 
niques and developments. All staff-written. confused with “what people say” they read. Instead, they 
are based on known action, taken by readers, as a result 
2. HAND-PICKED CIRCULATION — Readers are selected for of their own reading! 
quality only —no “road-blocks” of circulation rules for 
bid sending CHEMICAL PROCESSING to the men who 4. UNIQUE, SQUARE FORMAT —“Wide-open” for the hest 
display and greatest visibility of all advertisements. Edi- 
torial matter on every page —with advertisements next 
to editorial content. No solid advertising sections, front 
3. READER-ACTION-— Actual response from readers proves or back —no “hurdles” for the reader to jump! 


manage! No “dilution” with foreign circulation — it’s all 
concentrated in the U.S. market. 


-—— 


Steceasine 


). . an 
\) & ’ 
Represented by: BOB WETTSTEIN 


Los Angeles @ published by: 


San Francisco @ PUTMAN PUBLISHING CO., 11] E. Delaware Place, Chicago 11, UI. 
Portland @ NB P| Creators of PUTMAN-STYLE magazines ICCA] 


Also publishers of Food Processing and Food Marketing 
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MAKE WAY FOR PROGRESS: The old (left) Golden State 
milk carton was not too badly outdated, but the new (right) 
has a much improved package “personality.” The sun symbol 


is now the unit which gives family identity to the entire line. 


* 
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maak | 


unified 


Golden State 


now 


SISTERS AND BROTHERS: A basic design philosophy has 
the more-than-one-hundred products in 
line. 


the 


Distinctive colors identify the items. 


Model holds a giant carton point-of-purchase display piece. 


Golden State Line Gets Family Identity 
In Wholesale Face-Lifting 


And more than packages was involved. The redesign pro- 
gram fanned out to include company trucks, letterheads, 
driver uniforms, plant buildings and outdoor advertising. 
Object: to get in step with today's self-service trend. 


BY ELSA GIDLOW 


The package has replaced the groce: 
as salesman in today’s super markets. 

Golden State Co., Ltd., began a 
year ago to study the facts behind that 
statement, with the result that it sub 
sequently budgeted more than a quar- 
ter of a million dollars for a repack- 
aging program. 

Repackaging, as conceived by this 
California dairy, one of the largest 
processors and distributors of milk and 
its by-products in California, meant 
considerably more than the restyling 
of containers. After some research, 
company executives decided that pack- 
aging may begin with the item offered 
for sale, but to meet today’s condi- 
tions of distribution it must go fur- 
ther. 

Practical application of this realiza- 
tion has resulted for Golden State in 


60 


a repackaging program which extends 
from the redesign of approximately 
100 dairy food cartons, to the com- 
pany’s trucks, uniforms of driver 
salesmen, signs, point-of-purchase ad- 
vertising, stationery, outdoor advertis- 
ing, and the outer appearance ot plant 
buildings. 

Selling, Golden State believes, be- 
gins long before the housewife is con- 
fronted with a package in the store. 
Reaching for a container is the reflex 
which follows cumulative | stimuli 
from outdoor posters, from television 
screens, trucks in the street, glimpses 
of a trademark on buildings, the uni- 
form of an employe, etc. 

What kind of package design will 
deliver the effective impact at the re- 
tail level? Golden State’s answer is 
described by the company’s president, 


J. R. Little, as “the most contempor- 
ary approach to packaging in the dairy 
industry.” 

Among the products Golden State 
puts out are milk, cream, eggs, butter, 
cottage cheese, ice cream, ice cream 
novelties, ice cream Snowballs, evap- 
orated milk, orange juice, sour cream, 
Choc-lac, sherbert, Tekko (dry milk), 
etc. The many products had a variety 
of attractive and successful package 
designs. But homogeneity was lacking. 
They incorporated five distinct trade- 
marks, and left no single impression. 

The unifying sun symbol the com- 
pany adopted, with two basic colors 
(California Gold and Sequoia Red) 
as foundation of the design, achieved 
its aim. It presented an image for the 
Golden State brand name; integrated 
the diverse trademarks; tied the com- 
pany and its products to the state 
(California) in which it operates; 
provided a design adaptable to the 
many types and sizes of cartons used 
by the company while conveying, 
quickly and clearly, information about 
contents. It permitted use of a rain- 
bow of color for impressive display 
and product identification and, at the 
same time, retained for the hundred- 
package family a single memorable 
theme. 

Psychology 


played an important 
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LIGHTS! Golden State’s redesign program included outdoor 
posters and two huge semi-spectaculars. In the photograph: 
Carl Nelson, advertising manager, throws the switch which 
lights one of the big ones. Sign features new package design.* 


part in the development of the pro 
gram. Says Little: “The complete re- 
packaging program reflects the Cali 
fornia way of living. Since Golden 
State is the only California dairy 
serving all of the state, we wanted 
our product to reflect the way we live. 
To this end we introduced into our 
cartons all the color, romance, and 
vitality of the Golden State.” The 
sunburst design, he says, is meant to 
mirror the abundance of sunshine in 
California. The state “has led the way 
with color,” which was one reason for 
using color in the packaging program. 

Another reason for using color is 
that women do most of the buying, 
and women respond to color. The 
vivid yet subtle tones popularized in 
recent years for interior and exterior 


home decoration are used in a pin 
stripe background to the sunburst de 
sign, to give each product its in- 


dividual package appearance. Tur 
quoise bands the whipping cream cat 
ton; luminous violet shades identify 
the several types of lighter creams; 
cottage cheese with chives appears in 
an emerald green tub. Orange juice 


drink n 


shaped cartons, 


and orange differently 
are announced with 
their logical color; and so on with a 
variety of tones of blues, rich browns 
amethyst, and gold. 

The 1 e cream pac kages \ Chor olate, 
Strawberry, Vanilla, etc.,) conving 
ingly simulate the appearance of thei 
contents. But some. startl ng devia 
tions from color identity are made. 
The company’s Cream O’ Gold brand 
butter is in a gray carton; the only 


} 


color note is the gold sunburst of the 
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brand symbol. ‘Thus the product 
stands out from every other brand ot 
butter in a display case, and the multi 
tudinous “butter yellow” packages 
are used by the margarine people. 
Another dramatic note, which will 
pay off in display, is black for one of 
the many milk cartons. 

The same freedom from convention 
applies to the company’s 1,800 delis 
ery trucks. “Doing away with the 
sterile effect of the conventional white 
milk truck, we've painted them with 
the rich colors of our state—sunny 
vellow and deep orange,” says Little. 
“We've even painted the tops of them, 
tor people liy ing in apartments or neat 
hills.” The sunburst symbol appears 
not only on the sides of the truck 
panels, but on the tops. The design is 
a natural for employe service pins. It 
has been projected on to 600 outdoo1 
posters, two huge semi-spectaculars, 
thousands of wall paints; it 
bodied in dealer signs and point-of 
purchase material; it is used on all 
stationery and printed matter. 

Before the program is completed in 
all its details for the celebration next 
year of the company’s 50th anni 
versary, Golden State driver-salesmen 
will appear in more comfortable and 
colorful uniforms. 

The need for package revision be 
ame evident in 1951. In January, 


*Nelson is seated. With him left is 
Richard St. John, vice-president, Guild, 
Bascom & Bonfigli, Golden State agency, 
and right William M. Rose, vice 
president, Foster & Kleiser Co. The semi 
spectaculars are in QOakland and Los 
Angeles 


FACE-LIFT FOR TRUCKS: This miniature of a Golden 
State truck shows how the sunburst design is utilized on the 
1,800 delivery vehicles that carry G. S. products to distribu- 
tors, retailers, and customers. Truck tops are painted, too. 


GOING UP! A giant replica of the new 
Golden State milk carton is hoisted to 
position as part of one of the two huge 
semi-spectacular outdoor signs. 


1952, the company called on indus 
trial designer Robert Sidney Dickens, 
Chicago, for counsel. The study 
made by the designer and company 
executives had three phases: (1) a 
thorough examination of the dairy’s 
packages, trucks, building, signs, uni 
forms of employes, outdoor advertis 
ng, publications, and point-of-pur 
chase materials; (2) an evaluation of 
the packaging of competitive prod 
ucts: (3) field survey which covered 
retail food outlets and the conditions 
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That nosey old ABC asks: 
“How many subscribers have 
you got?” 

“How many came in last week? 
Last month?” 

“How much did they pay? In 
advance? Deferred?” 


“Got any special deals? Short term 
offers? Premiums?” 


“How many renew?” 
Nosey as a bride’s neighbors, 
that’s what! 


SALES 


MANAGEMENT 


We’ré just showing off. The truth is we love the Audit Bureau like a brother. 


You should, too. You get those pink sheets in front of you and read every 
item right on over to the back page, and you'll be reminded why, all right. 


It’s not only that ABC is official circulation scorekeeper. What’s even more 
important, the Bureau has fixed it so an advertiser can cut his initial risk 
way down by a good look at an audited statement. Better still, get them for 
a few years back, lay them side by side and probe for possible circulation 
rickets or rigor mortis. No better clue to how highly a magazine is regarded 
by its subscribers—who these subscribers are . . . and whether they ran in, 
walked in or were pushed in. 


Take this growing magazine, for instance... 


Subscribers to Nation’s Business have always paid their own way. Right 
now it costs them $18 in advance to subscribe and they can’t get the book 
for less than three years. More businessmen buy it today than bought it for 
$15. Or before that, when it was $12 or $9 or $7.50. Must be they want it. 


The ABC also shows you that only 9% of NB’s readers pay for Nation’s 
Business as part of their U. S. Chamber of Commerce dues. The balance, 
get this—91 Percent—are full price, full term. And 59% renew. 


Circulation income, which runs around $90,000 a week here, pays a whop- 
ping share of our high-cost load of top writers, top illustrators, Condé Nast 
quality printing—so space rates haven’t been raised since January 1951. 
Guarantee is up to 750,000—the bonus is better than 50,000 a month— 
and the rate per page per M is down to $4.12. 


Meantime, more money keeps coming into the circulation department. More 
money keeps coming into the advertising department. And more money 
keeps being plowed back into editorial content to make a still better maga- 
zine, so everybody gets a break all around. 


mass coverage of business management eas 


Nations Business 


A GENERAL MAGAZINE FOR BUSINESSMEN « WASHINGTON 6, D. ¢ 
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under which Golden State products 
are sold. 

Golden State concluded that its 
packages were individually effective, 
better than many on the market, but 
that over the years much of their 
yriginal freshness and usefulness had 
been lost. Greatest weakness was lack 
of integration. 


A Contrast with Competition 


No package stands alone. It at 
tracts attention in relation to and in 
ompetition with other packages. 
Therefore, Golden State's study of 
ompetitive containers proved valu 
able. In butter cartons, for example, 
it would have been logical, in the pre 
Margarine era, to use yellow in the 
package to suggest the product. From 
the dairy people’s point of view, but 
ter yellow is no longer a quality asso 
ciation. ‘The carton which was de 
veloped (gray, with the gold of the 
sunburst theme) stands out in the 
butter Similarly, the rich 
subtle tones applied to Golden State 
artons, when contrasted with the 
reds, blues, and greens of competitive 
artons make the latter look somewhat 
old-fashioned. 

The third phase of the study, the 
field survey, contributed new aspects 
to the first two and added the factor 
of merchandising. During this phase, 
Dickens and Carl Nelson, Golden 
State’s advertising manager, toured 
California, visited retail food outlets 
and appraised the point-of-purchase 
situation with respect to dairy prod 
ucts. The stores they surveyed ranged 
from the most progressive and luxuri 
ous super markets to neighborhood 


display. 


proceries, 


Some 


important conclusions 


emerged : 


1. Merchandising problems in Cali 
fornia are different from those in 
other areas of the U.S., because this 
state is the proving ground for ex 
perimental ideas in’ merchandising, 
the home of the super market, the 
birthplace of the colorful package, the 
habitat of the super promotion, the 


land of the “new.” 


Competition is sharper than else 
where. 


3. The need for effective design is 


preater. 


In the subsequent search for effec 
tiveness of design many shapes, forms 
and symbols were considered and re 
jected: the Golden Gate Bridge, 
Joshua tree, mountains, desert, trefoil, 
rhomboid, abstract shapes, 
outline ef California, honeycomb, me 
dallions, etc. The stn won final ap 


crown, 
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proval as the most representative sym- 
bol of the state. The basic 
Gold and Sequoia Red, were chosen 
to suggest sunshine, and the warm 
red-browns associated with the giant 
California red-woods. 

There were many problems to be 
resolved in extending the program to 
containers for all Golden State prod- 
ucts, and to the non-packaging uses 
mentioned above. For example, spe- 
cial inks had to be developed. The 
truck application called for creation 
of a specific transport enamel. Color 
and paint specifications had to be set 
up for the exteriors of company 
buildings throughout the state. Pro 
duction and packaging methods had 
to be reviewed in the light of the new 
packaging program, as well as certain 
And to expedite 
the transition to the new packages, 
new inventory controls were set up. 


colors, 


legal requirements. 


Next, it was necessary to promote 
the program to the company’s person 
nel, its retailers, customers, and con 
sumers in general. 

(jolden State, aided by its adver 
tising agency, Guild, Bascom & Bon 
figli, Inc., San Francisco, budgeted a 
comprehensive advertising and mer- 
chandising program to launch the new 
packages. The campaign includes tele- 
radio, newspapers, 
painted 


vision, outdoor 


posters, signs, and deale: 


signs. 


Advertising Features Packages 


Alex Anderson, chief of GB&B’s 
television department, who created 
(jolden State’s now well-known 
“Wizard of Ohs and Ahs” TV com 
mercial, has made an animated film 
strip about the new package. It has 
been shown in major TV markets in 
the state; has been featured on the 
State Movie 
lime” program (consistently the top 
rated locally-produced TV show in 
the San Francisco Bay Area) ; and is 
now used in Los Angeles on a spot 
basis until the dairy completes nego 
tiations for a new television show in 
that area. 


company's “Golden 


In all sections where the company 
has radio programs, special announce- 
ments on the package have been in- 
cluded. Full-color, one-page adver 
tisements have appeared in Los An 
geles and San Francisco newspapers. 
Dan Bonfigli, head of GB&B’s art 
department, incorporated the Wizard 
character into the 600 24-sheet post- 
ers and two semi-spectaculars which 
project the new sunburst carton. The 
company also has prepared three mini- 
ature reproductions of the 24-sheet 
posters for point-of-purchase use. 

Measuring 4” x 9”, 12” x 27”, and 


3x64’ to meet various retail re- 
quirements, these posters are supple- 
mented by two unusual point-of- 
purchase pieces. One is a circular cut- 
out of the sunburst, in two sizes, 15” 
and 24” in diameter. The other a 
reproduction of the quart carton, is 
30” high, and features homogenized 
milk, buttermilk, and non-fat milk. 

To alert wholesalers to the effec- 
tiveness of the new packages, Golden 
State uses an actual one-pint homog- 
enized milk carton as a direct-mail 
piece. The top of the carton has an 
inserted disc in the recessed circular 
spot in the lift-up pouring device. 
This reads: “Hot news inside for 
you.” Stapled to the bottom side of 
the spout is a 30 piece of paper rib- 
bon on which is printed a brief story 
of the new carton. 


Employers Hear Sales Story 


The company’s sales personnel 
were briefed on the program. Branch 
managers were furnished a_ booklet 
which illustrated and detailed instruc- 
tions on how the new packages should 
be promoted, and how sales material 
should be used for greatest effective- 
ness. Special suggestions were given 
for wire hanger displays, wall dis 
plays, carton tower display, etc. Full- 
color advertising reprints were made 
available to branch managers as 
supplementary point-of-purchase ma 
terial, and they were supplied with 
dealer mats for food store advertising. 

Before the new cartons were intro- 
duced, every Golden State employe 
received a handsome, 28-page booklet 
which described the behind-the-scenes 
development of the new sunburst de 
sign. It explained why the design was 
adopted, why it was needed, who 
designed it, its significance to repre 
sentatives of Golden State, and the 
advertising support it would receive. 

The program will be completely in 
effect by the end of this year. Little 
says that next year Golden State will 
celebrate its half-century birthday as 
“one of the nation’s oldest yet most 
progressive dairies,’ and will greet its 
second half-century with ‘a colorful 
new look.” 

In 1952 the company’s sales reached 
a new high, with net profits exceed 
ing those of every year since 1946 
(when considerable business was done 
with the Government). Sales last vear 
were 17% above 1951, with a total 
of $117,878,000, which represented 
a net profit leap of 41% over the 
previous year. The new package pro 
gram is expected to help hold these 
gains, and to stimulate even greater 
increases, 
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These 14 manufacturers of 
electric motors advertised 
in STEEL during 1952 


H your product belongs in metalworking... 


CWLERLY MAGATIME OF METALAORAME 


your advertising belongs in..._~z224 / 


More electric motors are sold to the 
metalworking industry every year than to 
any other industrial market. Every one of 
the more than 17,000 plants reached by 
STEEL is a quantity buyer of motors 
either as a Component in the machinery 
they produce or for replacement in their 
own production equipment And that’s 
why STEEL is the logical choice as the 
hasic paper to reach the $111 billion metal- 
working industry. STEEL + Penton Building 
Cleveland 14, Ohio 


MANAGEMENT 
PURCHASING 


You advertise in STEEL to reach 


all four buying influences 


PRODUCTION 
ENGINEERING 


Start of a great advertising campaign 


YOUNG & RUBICAM, INC. Advertising 


New York Chicago Detroit SanFrancisco Hollywood Montreal Toronto Mexico City London 


Planned by 


MARKETING | (fc: 
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Visualized and Designed 
by Hile-Damroth, Inc. 


DO YOU TRACE YOUR WHOLESALE TRADE? 


fe fe 
If you sell only through jobbers, or leave all except | 


major big-city accounts to them, do you know where \w— 


your products eventually wind up? 


Take candy, for example. The maker sells to the city 
jobber. The jobber sends a check for payment. The sale 
is credited to the home city of the jobber. But where are 
the stores where the consumers buy? 

Investigators were sent into five Midwest cities to get 


the answer i the sales records of jobbers 


handling can 


\ PERCENTAGE OF SALES PERCENTAGE OF SALES 
IN CITY AREA + OUTSIDE CITY AREA 


? ™~ 
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PICTOGRAPH BY Suggestion: Don’t permit faulty sales records to control the promotion pressure 


Saket Monageenenls to be directed against small town and rural areas. 


Source Country Gentleman's “Rural Market ng May, 1953 
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How BIG is the LIFE market? 


The market LIFE reaches with a single issue (11,880,000 households*) 
is big enough, all by itself, to consume the entire yearly 


production of most brands, many manutacturers, many entire industries. 


*Fkrom A Study of the Household Accumulatwe Audience of LIFE (1952), by Alfred Politz Research, Inc. 


y 


In upholstered furniture: 


If, this year, manufacturers of upholstered 
furniture were to sell just one unit (either a 
chair, suite or dual-use piece) to each of the 
households reached by a single issue of LIFE, 
total unit sales would top those of the entire 
industry in 1951. 


Because of LIFE’s national bigness, and be- 
cause of LIFE’s local selling power: 
Manufacturers of home furnishings put 
$4,436,818** into advertising in LIFE in 1952 
. much more than they put into the next 
leading magazine, a home service publication. 


To get the full sales impact of LIFE at the 


In mattresses: 


If, this year, manufacturers were to sell just 
one new mattress to each of the 11,880,000 
households reached by a single issue of LIFE, 
sales to this group alone would exceed—by a 
considerable amount —the total 1952 produc- 
tion of the entire mattress industry. 


retail level, 16,702 tie-in ads were run by home 
furnishings retailers in local newspapers. Al- 
most 6 million lines of newspaper space during 
1952 promoted advertised-in-LIFE home fur- 


nishings. 
**Source: P. 1. B.— gross figures. 


The biggest medium in a big American business—Home Furnishings 


SALES MANAGEMENT 


‘ 
— 


\ 


ADD “NON-HOME” FOR TRUE RADIO PICTURE 


Me: ie: sox C wgauss 
BAR SHOP SHOP 
a ee ee 
when MONDAY-FRIDAY SATURDAY -SUNDAY 

Ever since radio became an advertising medium Now the Nielsen organization has completed a 
it has been undersold by stations and networks study of 164,000 persons in 67,000 families which 
because the accepted measuring rod “’% of homes shows the degree of current understatement to 
covered” failed to include multiple sets and non- range from a low of 5.9% Monday through Friday 
home listening (automobiles, bars, shops, and the - 9-11 P.M. to a high of 31.5% week-end afternoons 
like). 3-4 P.M. 


FOR EVERY 1,000 IN-HOME LISTENERS, ADD NON-HOME LISTENERS AS FOLLOWS: 


NORTHEAST EAST CENTRAL 


LE. 


> 
o 
) 
2 


Yl YOJ .IWOH-NO: 


olavya In 


~ 
2! OR my 


ae. 


THE PEOPLE: The Breck company is a family left to right): Philip L. Sherman, Traffic Manager; John M. 
@ organization, founded in 1908 by Mr. John H. Breck Fitzgerald, Sales Promotion Manager; Thomas M. Glynn, 
(third from right among those seated), who is still President Production Manager; Arthur W. Tosh, Sales Director, Drug 


His daughter, Miss Constance Breck (seated at his left) is and Department Store Division; Robert J. Croken, Head 
< 


Secretary and Assistant Treasurer. His son, Edward J. Breck Manufacturing Chemist; William R. Markland, Chief Chemist. 
(center, seated at desk) is Vice President and General Manager Seated at extreme right is John R. Gilman, Jr., Director of 
Another son, John H. Breck, Jr. (third from left) is Treasurer Publicity and Assistant Advertising Manager 

Others in this typical Executive Committee session are (from 
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THE SALES PROGRAM: 


@ In the 25 years since Breck started selling 
beauty shop wholesalers, a large and excellent sales 
organization has been developed. Outlets include 
beauty shops (still very important), department 
stores, specialty shops, drug and grocery stores. 
Point-of-sale merchandising ranks high in Breck 
strategy. (Above) Henry J. Bravin, owner of the 
Brevoort Pharmacy, 23 W. &th St., New York, 
and first New York druggist to use a Breck window 
display; (right) Vance Roeder, New York 
Sales Manager for Breck. 


MANAGEMENT 


THE PRODUCT $ Unlike other companies THE PLANT: 400,000 shampoos leave this new 


@ making shampoo, Breck is a firm of specialists in the @ manufacturing plant daily. Raw materials are pumped 
care of the hair. In 1932 Breck began the successful and and filtered from storage tanks into day tanks, and ultimately 
revolutionary development of three low-alkalinity special they are fed into the assembly line (shown here). 
shampoos for different hair conditions—a devotion to product 
improvement and quality control that has become synonymous 
with the name Breck through the years. 


They Have 5 Answers 


John H. Breck, Inc., Manufacturing Chemists, Leaders in Hair-care Field, 


Build Business to Hundred Million Shampoos Yearly... Bulk of National 


Advertising Carried Consistently by Foremost Magazine for Women. 


Forty-five years ago, John H. Breck began experimenting with individualized 
shampoos and hair treatments in one modest-sized office in Springfield, Mass. 
As the demand for his preparations grew, the business expanded. In 
1928, Breck preparations were first offered through beauty shops. 
In 1932, under the leadership of Mr. Breck’s son, Edward J. Breck, the 
company pioneered the development of special low-alkalinity shampoos 
for different hair conditions—a complete breakaway from what had been 
classic; namely, the single all-purpose shampoo which everyone in the 
business had sold up to that time. 


By 1946, with Breck preparations solidly entrenched in beauty shops 
and in retail outlets, the Breck company was ready to advertise 
nationally. From the beginning, Breck advertising appeared in full-color 
pages in magazines. 

Every year following, Breck increased their advertising, with the bulk 
of it placed consistently in Ladies’ Home Journal. Sales increased steadily 
even when general industry figures were down. 

In 1952, 40% of Breck national advertising was placed in Ladies’ Home Journal— 
12 full-color pages. Sales increased 20% over 1951. 

“Our formula for successful advertising,” says Edward J. Breck, Vice 
President and General Manager, “is consistent use of magazines for women. 
The greater part of this success is due to Ladies’ Home Journal.” 


THE ADVERTISING 3 Dominant 


@ among the factors in the spectacular Breck 
success has been a sound program of national 


lvertising in magazines for women, In the execution Ladies’ Home 
of this advertising, moreover, basic elements 
of good advertising have been stressed: continuity 
lominant space, full color. And year-after-year sales 


increases have followed year-after-year increases in 
Kreck’s investment in “‘the most important 


nagazine for women’’— Ladies’ Home Journal A Curtis Publication 
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' AFTER-THE-WEDDING PURCHASES 6-15-53 


AFTER-THE-WEDDING PURCHASES 


A pilot study among brides married 6-12 months reveals interesting side- 
lights on what the couple receive at showers and as wedding gifts — and 
what they purchase during the first year of marriage. 


10 MOST FREQUENT 10 MOST FREQUENT 
WEDDING OR SHOWER GIFTS FIRST-YEAR PURCHASES 
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Sourcn: Dell Modern Group, “Bride's Filot Study”, March, 1953 


More Hands Reach 


for THE DAILY OKLAHOMAN 
than for any other 
Sunday Newspaper 


in the Southwest! 


More customers reach for products advertised in The 
Daily Oklahoman because more hands reach for this great 
newspaper than for any Sunday new spaper in the Southwest 


Yes, The Sunday Oklahoman is bigger than any 

Sunday newspaper in Houston, Dallas, San Antonio, 
Fort Worth or Tulsa. It delivers 77 coverage of urban 
homes in a major market of 1,543,400 people. 


The /ocally-edited, locally-printed Sunday Magazine section 
of The Daily Oklahoman blankets a rich market 

that “national” supplements completely miss . . . 

for no outside Sunday supplement covers as much 

as 2 of Oklahoma homes. 


If you're reaching for sales in the Southwest, do it with the 


BIGGEST SUNDAY NEWSPAPER in the Southwest. 


STR Wet we tat 
Wack iii Cen had 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


The Oklahoma Publishing Co. 
The Farmer-Stockman 

WKY-TV and WKY Radio 
Represented by The Katz Agency 


JUNE 15, 


ARE YOU? 6-15-53 


HOW “NATIONAL” 


~ HOW “NATIONAL” ARE YOU? 


This year 17 newspapers — in the same number of mar- 
kets — cooperated in developing another consolidated 
consumer analysis, using methods pioneered many years 
back by the Milwaukee Journal. 

For some 150 product groups data are provided on % of 
families using in each market and point of purchase. 
One of the most interesting marketing facets is the wide 
range in acceptance which the leading product enjoys. 
Coca-Cola, for example, is used by 73.5% of families in 
Indianapolis, but by only 15.2% in Milwaukee. Reasons? 
Differences in quality of field selling, lack of uniform 
advertising pressure, strongly entrenched local or 
regional brands. 


MILWAUKEE 


15.26 M4 


‘{{ 
INDIANAPOLIS 73.5% Of 


HERE FOR 15 PRODUCTS ARE THE LEADERS (MORE “FIRSTS” IN THE 17 
CITIES THAN ANY COMPETING BRAND), WITH HIGH AND LOW POINTS. 


HEINZ ete 67.3% 

SWANS DOWN CAKE FLOUR 55.7% 

SWIFT'S ALL-SWEET MARGARINE 35.9% 
DEL MONTE PEAS 55.9% 


CARNATION CANNED MILK 76.7% 


Source; Consolidated Consumer Analysis of 17 Markets, 1953 


HIGH 


DULUTH-SUPERIOR 


CINCINNATI 


ST. PAUL 


SACRAMENTO 


DULUTH-SUPERIOR 


SNOW CROP ORANGE JUICE 48.8% 
COLUMBUS 
SCOT TISSUE 55.9% 
j HONOLULU 
COLGATE TOOTH PASTE 69.7% 
HONOLULU 
HAL@ SHAMPOO 29.6% 
OMAHA 
KLEENEX TISSUE 84.3% 
HONOLULU 
[REVLON LIPSTICK 45.8% 
HONOLULU 
COLGATE LATHER CREAM 35.5% 
MILWAUKEE 
COCA-COLA . 73.5%’ 
‘ : INDIANAPOLIS 
GOODYEAR TIRES 34.8% 
MILWAUKEE 
RCA TV SETS 19.8% 


WASHINGTON, D.C. 


LOW 
10.8% 


HONOLULU 


31.0% 


SALT LAKE CITY 


5.4% 


INDIANAPOLIS 


6.2% 


PORTLAND, ME. 


9.6% 


SALT LAKE CITY 


1.7% 


SEATTLE 


7.5% 


DULUTH-SUPERIOR 


31.5% 


INDIANAPOLIS 


10.5% 
SEATTLE 


40.8% 


ST. PAUL 


13.0% 


MILWAUKEE 


17.6% 


SACRAMENTO , 


15.2% 


MILWAUKEE 


17.7% 


DULUTH-SUPERIOR 


4.1% PICTOGRAPH BY 
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New Books for 
Marketing Men 


Books reviewed or mentioned in_ this 
column are not available from SALES 
MANAGEMENT. Please order from your 


book store or direct from the publisher. 


Credit And Collection Know-How. 
By Robert J. Schwartz and Allyn M. 
Schiffer. Published by Fairchild Publica- 
tions, Inc., 7 East 12th St., New York 3, 
N.Y. Price, $5.00. 

This book was written especially for 
the small businessman and retailer. It 
outlines procedures for setting up and 
running a successful credit department, 
discusses in detail all normal aspects of 
credit, and if you've ever had to locate 
a “skipper,” you'll find the definite word 
on procedures here. 


The Law of Retail Gravitation. By Wil 
liam J. Reilly, Ph.D. Published by Pils- 
bury Publishers, Ine., 595 Madison Ave., 
New York, N.Y. Price, $10.00. 

Published in 1931, this book has been 
re-issued because its original premises 
have since been successfully used by news 
papers, department stores, specialty shops, 
marketing consultants, ete. One of the 
premises is that retail business gravitates 
from smaller cities and towns to larger 
cities in accordance with a definite law. 
Purpose of the book is to present this law 
and to project practical applications of it. 


Management Compensation. By ©. W 
Blackett. Published by School of Business 
Administration, University of Michigan, 
Ann Arbor, Mich. Price, $1.75. 

This is a statistical study of the rela- 
tionship of executive compensation § to 
capital employed and earnings. It con 
trasts prewar with postwar levels of com 
pensation, effects of taxation on compensa 
tion and is illustrated with tables. 


Cooperative Advertising. By Moshe: 
Story Hutchins. Published by The Ronald 
Press Co., 15 East 26th Street, New 
York, N. Es Price, $6.00. 

You can make cooperative advertis 
ing pay: The author of this effective 
study has shown, step-by-step, how both 
dealers and manufacturers can make 
their cooperative advertising dollars pro- 
ductive. Mr. Hutchins doesn’t make the 
mistake of assuming that you’re an old 
hand at ¢ operative advertising and he 
has wisely cluded excellent illustra- 
tive materia.. He is a well-known au 
thority on his subject 


The Sale Begins When the Customer 
Says “No.” By Elmer G. Letterman 
Published by Greenberg: Publisher, 201 
East 57th Street, New York, 22, N. Y 
Price, $3.00. 

The author says, “There are a million 
reasons for failure but not a single ex- 
cuse.” Taking it from there, this master 
salesman who has gotten around “No” 
from some of the most vaunted names 
and firms in the country, he shows you 
his sales techniques 
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In Your 


LONG RANGE Planning 


WHETHER IT’S BIG GUNS 
OR BIG SALES 


You Must Include The 


y. MARKET 


Yes, “Atomic Annie,’ the Army’s new atomic 
cannon, pictured above and recently tested 
successfully at Las Vegas, Nev., was built at 
the Watervliet Arsenal—right in the heart 
of the TROY CITY ZONE and one of its 200 
diversified industries that keep payrolls and 
selling high the year-round. 


Be sure to include this tested marxet in your 
sales schedule. 


‘y 
4 : 
arn Population: 123,300 
Coverage: 99% 


Troy City Zone Family income: $5,625 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, N. Y. 


Which of These Men 
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illed Your Sale”? 


Selling isn’t as simple as it used to be. One of the biggest prob- 
lems facing today’s industrial salesman is the number of buy- 
ing influences that enter into a sale. Oftentimes a buying 
influence—unknown to the salesman—may make or break a 
sale. Competition, too, is a lot keener. 

One answer to both these problems is to supplement his per- 
sonal selling efforts with Business Publication Advertising. 
For business magazines are aimed at specific markets and in- 
dustries ... and your prospects must read them to keep pro- 


fessionally informed. 


Production men know that when machine tools replace 
muscle power, skilled workmen can produce more and earn 
more. They call it mechanization. And, when business maga- 
zine advertising is used as a selling tool, the salesman can use 
his time to sell more and earn more. We call it Mechanized 


Selling. For business paper advertising can make contact, 


arouse interest and create preference among thousands of 


known and unknown buying influences. It permits the sales- 
man to devote more of his valuable time and specialized talents 
to the pay-off steps of making the proposal and closing the sale. 

Ask your McGraw-Hill man for a copy of our 20-page book- 
let, “Orders and How They Grow.” It gives the salesman a 
realistic appreciation of how business publication advertising 
helps him use his time more productively. You’ll want to read 


it, too, 


McGRAW-HILL 
. , BUSINESS 


McGRAW-HILL PUBLISHING COMPANY, 


~ oO 
AbD 330 WEST 42nd STREET, NEW YORK 36, N. Y. 4 > 


Suse 
HEADQUARTERS 
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BUSINESS FORMATION 


HOW “MECHANIZED SELLING” 
PAVED THE WAY 
TO GREATER SALES 


Acme Steel Company with ample pro 

duction facilities, a fine sales staff, and 
Acme Steel Metal Stitchers a product 
with a constantly increasing potential in 
specific industrial fields, applied business 
paper advertising to the job of acquaint 

ing thousands of new prospects with the 
advantages of metal stitching 


In a carefully 

selected group of 
Business and Business News Publications 
they talked the language of the user 
they discussed the kinds of tasks that 
Acme Steel Metal Stitchers were designed 
to perform they stressed the time and 
money saving factors and offered more 
complete technical data in a_ 12-page 
catalog titled “A New Technique in 
Fastening.’ 
RESULTS: A sales increase of 270% for the 
first three months of 1952 over the same 
period in 1951 


Independent Salesman 


Independent Organization 


Controlled Organization 


Three Door-to-Door Sales Groups 


What are your company responsibilities when you sell 


through the independent salesman, the independent sales 


organization, and the manufacturers’ controlled group? 


BY NORMAN BRUCKS* 


The Independent Salesman 


The door-to-door salesman who 
works alone is, in every sense, in busi 
ness for himself. He 


self-financ ng: 


is completely 
drawing accounts, ex 
pense accounts, credit extensions, so 
cial security,** workman’s compensa- 
tion are all non-existent for the inde 
pendent salesman. [ven samples are 
usually bought from the manufacturer 
and paid for in cash, 

While this arrangement lessens the 
financial burden, it 
also lessens his control of the sales 


manufacturer's 
force. Sales reports cannot be re 
quired, salesmen cannot be told to 
cover weak areas, hours spent cannot 
be regulated, and quotas cannot be set. 
All that the manufacturer can do to 
attempt to control the independent 


*Brucks is author of “A Critical Analysis 
of Door-to-Door Selling.” 


**1950 the Federal Old Age and Sur 
vivors Insurance Law was amended so as 
to cover self-employed persons. However, 
this expense is not borne by the manu- 
facturer 


16 


salesman is to offer inspiration and 
neentive compensation. 

Since the salesman is free to expend 
as much or as little effort on a specific 
manufacturer's product as he thinks 
profitable, the independent salesman is 
always in a position to add sidelines, 
or to switch emphasis between prod- 
ucts he is already carrying. Even the 
ultimate decision of whether or not 
the salesman will continue to sell an 
item, Is ¢ ompletely up to the salesman. 

Therefore, the first problem of the 
nanufacturer selecting door-to-door 
salesmen as a channel of distribution 
Ss not to gain consumer acceptance 
(as he would do in the case of con- 
ventional wholesaler-retailer distribu- 
tion), but rather to sell his salesmen 
on the salability of his wares. 

The second problem which presents 
itself to the manufacturer who wants 
to use door-to-door distribution is 
arithmetical. Whatever his ability, 
the individual salesman has physical 
limitations as to the number of homes 
on which he can call in any day. Ob- 
viously, this is a manpower problem. 
It may be assumed that once the basic 


core of a salestorce is in the field, the 
total volume ot sales will be roughly 
proport onal to the number of sales 
men. 


The Independent Organization 


The independent salesman is the 
simplest form of the direct selling 
operations. The first step in broaden 
ing the scale of the undertaking is to 
whethe1 
Ss ngle crew or a group ot then are 


add personnel. However, 


involved, the independent organiza 
tion is basically similar to the individ- 
ual operator. That is, the group may 
be either an itinerant, route, or a 
organization. In each case 
they differ from the 
salesman only in the fact that a group 


tionary 


independent 


is engaged in the operation rather 
than an individual. 

The independent organization is 
mentioned to clarity the fact that all 
organizations are not controlled by 
manufacturers, some merely acting as 
independent distributing agents. Such 
a group may change products or 
switch suppliers for its products at 
the discretion of its management. As 
a result, the independent organization 
is a highly dynamic operation, which 
the manufacturer cannot control. 


The Controlled Organization 


The freedom of the independent 
salesmen and the independent organi- 
zations make them a highly unstable, 
as well as dynamic selling group. Free 
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... Reaching MORE Chicagoland television homes (more than 
75 per cent) than any other Chicago station on an average day, 
sign-on to sign-off—ALMOST 10 PER CENT MORE THAN 
THE SECOND STATION. 


.. Reaching MORE Chicagoland television homes than any other 
Chicago station on an average weekday, sign-on to 6:00 p.m. 
—ALMOST 37 PER CENT MORE THAN THE SECOND 
STATION. , 


.. Reaching MORE Chicagoland television homes than any other 
Chicago station on an average night, 6:00 p.m. to sign-off— 
SIX PER CENT MORE THAN THE SECOND STATION. 


.. With the highest rating in more quarter-hours during a week 
than any other Chicago station—48 PER CENT MORE THAN 
THE SECOND STATION. 


... With an average rating for all quarter-hours during a week 
greater than any other Chicago station—26 PER CENT MORE 
THAN THE SECOND STATION. 


‘Sy The ‘“Q for Quality” Station 


Ft 
peed 
es 


in Chicago Television 


American Research Bureau, April 1953 


Quality Programming WNB Q 


Quality Facilities | “are 
Quality Audience Ci 


Represented by NBC Spot Sales 
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Complex Sales Information 


made simple with, , 
PERRYGRAF Bil 


Just pull a —— 


Complex rmMation, statistre price information, engineering data 


can be combined into one compact simple and easy to read time-saving 


PERRYGRAF Slide-Chart. By pulling a slide or turning a dise wanted 


information 1s available immediately. PERRYGRAF Shide 


informative they make products easy to buy easy to use 


These practical sales aids create worthwhile 
prospects . write for a copy of descriptive 

booklet that illustrates and describes how 
hundreds of other companies have used these 


business-wetters to advantage. 


SLIDE-CHARTS 


Designers and Manufacturers 
PERRYGRAF CORP., 1502 W. Madison Avenue, Maywood, Illinois 
Representatives in Principal Cities 


irts are 


to sell whomever they please, wherev- 
er they choose, the manufacturer 
continually campaigns to convince 
them of the rewards of concentrating 
upon his particular product. In addi- 
tion, the constant flow of personnel 
maximizes the extent of practical 
product training to a letter, or a series 
of letters, possibly a sales kit, and in 
some instances, a sales manual. 

The controlled organization ‘may 
be defined as a group of salesmen who 
receive some measure of supervision 
and direction from the manufacturer. 
This “control”, however, is rarely 
arried to the extent of the legal im- 
plication of the term ‘‘employe’’.* In 
addition, sales quotas are expressed or 
mplied by the manufacturer and spe- 
cific territories are assigned to tndivid- 
uals on groups, 

This type of organization is an 
operational device for the curbing of 
the effect of a lack of concentration 


ind insufficient training, when these 


See Sales Management April 
15, page 116, for “How to 
Determine If Your Product 
Can Be Sold Door-to-Door"; 
June |, page 70, for "Six 
Kinds of Door-to-Door Sales 
Calls." 


are factors which reduce sales. For 
example, in the selling of smaller 
items, product knowledge is unim- 
portant. Furthermore, the need for 
concentration is overshadowed by the 
requirement for a large number of 
“sideline” salesmen. Therefore, the 
advantages of a controlled organiza- 
tion would be doubtful, if not inefh- 
cient, in this particular instance 
However, in the case of products 
which require some degree of selling 
skill, it is wiser for the manufacturer 
to gather a sales force under his direct 
control (within appropriate legal lim- 
itations) so that it may be guided 
properly, rather than to possess the 
loose ndependent organizat on in 
which inadequate training would dras- 
tically affect results. The efforts of 
the individual salesmen may be most 
closely regulated through the use of 
the controlled orgamzation. Stand- 
ards of selling procedure may be set 
and levels of performance established. 


* The matter of whether a salesman is 
an independent contractor or an employe 
is extremely important from the stand- 
point of direct costs (e.g.—Social Security 
and Workmen’s Compensation) and indi- 
rect expenses (e.g.—Legal responsibility 
for actions of salesmen) 
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Big Buyer on her own! 
give 


these girls $3,700,000,000 


a year to spend, fancy free 


Earnings and allowances 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation. hope chest. Gifts she 


nearly always selects herself. 


Coaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 


product...switch a brand 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 


ontheir shopping lists, for life? 
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here today 


Cl 


here tomorrow 


that young woman 


in her teens 


There’s one best way to 
reach 7,500,000 young 


women in their teens! 


SCVOMCEN 72° 
sells! 43 p 


New York + Boston + Chicago + Hollywood + A 
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salesmen must see to sell! 
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Run your eye over this typical batch of inquiries sent to MILL & 


FACTORY advertisers—inquiries that blossomed into orders. 


Note the great variety of titles. Proof again that titles are no 
guide to buying power. Your salesmen know how true that is. 
They know that the combination of industrial executives who de- 
cide what and where to buy differs in every company—and that 
it takes many calls to find the right combination. 

MILL & FACTORY, alone among publications serving general 
industry, applies this same basic sales principle to build its circula- 
tion. Every MILL & FACTORY reader has been hand-picked by an 
industrial sales engineer thoroughly acquainted with the right 
combination in every plant in his territory. 

A nationwide staff.of 1,645 industrial sales engineers assures 
that your advertising reaches the right combination in the worth- 
while plants—with a day to day check to be sure that this right 
combination is always up-to-date. 

The extraordinary strength of MILL & FAcTory’s unique cir- 
culation method is revealed by readership surveys which industrial 
marketers conduct over their own salesmen’s call lists. These sur- 
veys reveal an unusually high proportion of exclusive readers of 
MILL & FACTORY — readers of proved buying power whom your 
salesmen must see to sell. 
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Will Some of the Toughness 
Be Taken Out of the Food& Drug Act? 


The Food and Drug Administration has been ordered to 
call off a clean-up of box cars and elevators carrying 
wheat. Was the FDA wrong in starting the investigation? 
Or do handlers have a case which has not been fairly heard? 


BY JEROME SHOENFELD °* Washington Editor 


‘| here's no sol d story that the pure 
food laws will be softened or even 
strong reason tor betting that wav. 
There's just wonder by, among 
others, the Food and Drug Adminis 
tration staff. FDA recently 
enced its first setback 


expe! 


The agency was made to postpone 
ndefin tely cleaning up the elevators 
ind boxcars in which wheat is stored 

because those who would have been 
hurt complained. This jolted. People 
had always complained at first, and 
FIA always had gone ahead. What 
had long seemed charmed immunity 
from the pressure every agency taces 
suddenly vanished. 

Mrs. Oveta Culp Hobby, Secretary 
of Health, Education and Welfare, 
knows the rumors going about and 
them. There 
won't be any sottening of entorce 


attempts to answer 
ment. She points out that the inspec 
tion of grain was to have been under 
taken by 20 inspectors, who couldn't 
possibly have done an idequate job 
on a typical crop of one billion bush 
els. So, Government is looking for 
another way to do it. Meanwhile, if 
carloads are not being seized, at least 
inspected and the 
mission of education of theit opera 


eles ators still are 


tors continues. 
Mrs. Hobby's Doubt 


Here's the story of what raised the 
doubts Mrs. Hobby felt called on to 
Answer. 

About a vear ago, FDA officials 
looked out on the vast wheat proc 
essing industry with its flour mills, 
breakfast 
found it clean. But those who run it 
complained about the wheat they were 
getting. Grain from the cold, sturdy 
North looked beautiful but concealed 
rat droppings; dead insects infested 
the product of the wide golden plains 
farther south. 


foods and pastries, and 
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In usual fashion, FDA mapped its 
approach to one more frontier—the 
There were to be 
two campaigns: the northern opening 
in February, and the southern in 
July. Specialists from a half dozen 
government agencies helped to pre 


yrain elev ators. 


pare them: Fish and wild life experts 
who knew about rats; Agriculture 
scientists learned in boll weavils; men 
Ww ho could 
keep out either. Then, troupers barn 
stormed the West, addressed farmers 
and warehouse men, and gave demon- 
strations, Rural editors glorified the 
show with articles and 
supporting editorials. Everything was 


remodel warehouses to 


expository 


fine. 
Delay Started Here 


In February, FDA _ seized some 
wheat. E. J. Kazmarek, a Chicago 
grain trader, told the story to the 
Senate Agriculture Committee. He 
had bought a carload of wheat, which 
both the Illinois and the Chicago 
Board of Trade had approved. He 
and the mills that bought the wheat 
from him poured some into a white 
pan, examined it closely and found 
nothing wrong. The next dav, he 
learned that FDA men claimed to 
have found rat droppings and were 
recommending seizure. Kazmarek says 
that he telephoned the elevator oper 
ator, who explained, “You can eat off 
any part of my elevator, it’s so clean.”’ 

The incident started something. 
Elevator operators, farmers, traders, 
rushed ,to their Senators, and the 
Agriculture Committee stepped in. 
FDA, they complained, looked for rat 
dirt and insects with apparatus you 
could not find off in the country, in a 
small elevator, much less on a farm: 
These FDA men needed microscopes. 
Wheat that was perfectly good, as at- 
tested by ages of experience and pre- 
vailing standards, was condemned by 


men with microscopes and theories. A 
seizure meant thousands of dollars. 

Nor did the warehousemen and 
wheat growers lack support, powerful 
support, within Government. As 
FDA was driving against the ele 
vators, Secretary of Agriculture Ezra 
Jenson was searching for them to 
store the record crop coming on. Gov 
ernment would have to buy wheat 
whose value FDA wanted to ques 
tion. There’s one story that ware 
housemen told Benson they wouldn’t 
store CCC stuff at all if they were 
to be sniped at by the Food Admin 
stration. 


Why Study Now 


There was the usual round of 
Washington elevator 
men, Benson, Secretary of Health, 
Oveta Culp Hobby. Mrs. Hobby, it’s 
said, insisted that it was neither fait 
nor efficient to put the whole burden 
for cleanliness on processors, while 
taking no responsibility for the grain 
they had to buy. Meanwhile, reports 
of a huge crop poured in and CCC 
got ready to finance. Finally, Agricul- 
ture and FDA jointly announced a 
“Study” of the situation, during which 
the campaign would be put off. 

This may seem piffing. Aren’t all 
agencies slowed down once in a 
while? Isn’t it fortunate that thev 
can be? Perhaps such dismissal of the 
ncident will prove the most accurate 
nterpretation, Perhaps study of wheat 
storage won’t go on forever, but will 


conterences 


end, as some government studies do 
now and then, in conclusions, based 
on which the drive can be resumed. 
Ofhcials aren’t sure. 

There are other drives. FDA is 
nterested in cream and butter. As it 
planned its wheat campaign last year, 
so it is now preparing to look more 
deeply into the dairy business. Con 
ferences are as friendly and productive 
is they have been on grain. Bette: 
ways to grade cream, sampling by 
full can rather than by skimming 
tops, methods for detecting dirt, are 
proposed and discussed. Everybody's 
happy. 

But what will happen when the 
conversations, the demonstrations 
harden into condemnations and seiz- 
ures? There’s a lot of cream, a lot 
of butter, in which Commodity 
Credit Corporation, from its own 
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Who is America’s most famous royal figure ? 


This 


crowning « 


month, the world watched the 
f a Queen 

Here in America, every day of the 
year, millions follow a remarkable figure 
of royalty who rules only in a kingdom 
of paper and ink. Here, every Sunday, 
20 million Americans acclaim his reign 

on the colorful pages of PUCK, The 
Comic Weekly. 

He’s The Little King 


most famous royal figure! 


America’s 


Are you amazed by the power of this 
pint-sized figure of royalty to command 
such constant attention? You won't be 
when you read these facts about the 
source of his power: 

For years, comics have been America’s 


Today, 4 out of 5 


income and educational 


favorite reading 
adults of all 
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levels is well as 95 of American 
youth 

Today, 20 million Americans regular 
n PUCK 


national comic weekly 


read the comics 


ly read the comics the only 
It’s the power of comics that has im 
pressed The Little King-—as well as 
Dagwood and Popeye and other PUCK 
characters upon the hearts of America’s 
millions. And it’s the power of advertis- 
ing in PUCK that has impressed the 
names of many best-selling products up 
on the minds of America’s millions. 
Year after year, 
check the effectiveness of their advertis- 
ing have seen ads in PUCK get 3!2 to 
5 times more thorough readership 


men who carefully 


and 
more readers per dollar -than matching 


ads in the top national weeklies. 


Many of America’s leading advert 
tisers know the power of PUCK to com 
mand the reader's attention. That's why 
they use PUCK year after 
regular schedule 

Perhaps you should use PUCK regu 
larly, too 


yeat na 


ar ie 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly- A Hearst Publication 
63 Vesey St, N.Y, Hearst Bldg., Chicago 
1207 Hearst Bldg , San Francisco 


Enjoy this superlative 
resort at a 


Low Group RATE 


There is no finer place to hold a 
group meeting—this magnificent re 
sort hotel with every facility and a 
resourceful staff. Superb food and 
service. Golf on championship 
courses (playable two thirds of the 
time during winter). Swimming in 
indoor pool. 

Now you can enjoy all its advan 
tages during the winter at an all- 
inclusive group rate which covers 
room, meals, golf, swimming, Old 
White Club, meeting rooms, gratui 
ties to dining room personnel, maids, 


! 
bellmen on arrival and departure. 
. 


gitective Nov 23° 1953 to Mare 14, 1954 
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per day, double 
_ fF by , 

The TCOWMOIAE?H 
; WHITE SULPHUR SPRINGS 
WEST VIRGIN‘TA 


° ‘ +t Ad 
person, 


per day, single 


Overnight by C & O streamliner from prin- 
cipal eastern and midwestern cities 
lelephone: White Sulphur Springs 110 
Teletype: White Sulphur Springs 166 
Or inquire of Greenbrier Offices in: 
New York, 588 Fifth Avenue + JU 6-5500 
Chicago, 77 W. Washington St. « RA 6-6025 
Washington, Investment Bldg. « RE 7-2642 
Boston, 73 Tremont Street «+ LA 3-4497 


point of view, shares FDA’s interest. 
Will it be remembered that com- 
plaints to Senators were effective ? 

A campaign will get under way 
against the produce markets in big 
cities, with their lines of trucks 
straight trom the farm. In every food 
line, some drive is contemplated, and 
usually it involves pushing farmward. 
Most crops are big and the Govern 
ment, in one way or another, is in 
volved. If tarmers and their immedi 
ate customers fight off inspection, 
processors will carry the burden. 

That's the main problem, the one 
that started the whispering. There 
are, of course, others, 

Because the Constitution doesn’t 
let Government search without a 
warrant, the law was written to keep 
KDA out of a plant, unless invited. 
The language was purposely unclear 
and FIA ignored the restriction. 
Then Ira D. Cardiff* went to Court 
and won: Last year, the Supreme 
Court said that the law was too 
vague. Large companies at once in- 
vited continued FDA inspection and 
offered help to get an amendment. 
For the time being, FDA can _ be 
defied, 

Mrs. Hobby told the President 
about the Court decision and, in his 
first message, the President asked 
Congress to amend the statute. But 
the House Commerce Committee 
didn’t get around to hearings until 
mid-May, at which time none had 
been booked in the Senate. Nor, as 
first hoped, is absence of opposition 
complete: Smaller canneries, evidently 
stuck with bad tomatoes, protested to 
before the 


congressmen hearings 


started. 


*See SALES MANAGEMENT, Jan. 15, 1953, 
p. 17, “Comment” 


Newspaper columnists have been 
writing that the new Government 
chiefs oppose the laws they're sup 
posed to enforce. This can’t be said 
of Mrs. Hobby, who at every op- 
portunity spoke up strongly for the 
Pure Food Act. Long before she took 
her post, she asked the Washington 
correspondent of her Texas news- 
paper, The Houston Post, to send her 
everything that had been published 
by or about the agency she was to 
run. When she arrived, she knew, as 
well as an outsider could, what was 
going on. After she was installed, she 
made none of the usual political pro- 
nouncements about cleaning out 
bureaucrats or seeing heads roll, but 
slid smoothly into her job. It’s said 
that she firmly kept her organization 
off congressmen’s patronage _ list, 
especially with respect to FDA, whose 
top staff, so far, is unchanged. 

All appropriations are being re 
duced. The $600,000 cut, recom- 
mended by the House Appropriations 
Committee, which brings the total 
down to $5 million, doesn’t signify 
anything peculiar to FIDDA. Maybe 
it will cripple the agency. There are 
people who say so, as they do every 
vear when reductions are first  pro- 
posed, While sums are being debated, 
it’s hard to get disinterested judg- 
ments and usually impossible to judge 
directly. On this, FDA is in the same 
boat as the rest of Government. 

Does this add up to a forecast that 
enforcement will be softened or are 
such accounts overdrawn? Perhaps 
because their agency has had so little 
experience with setbacks, some FDA 
officials think that it does. They 
wonder whether they'll be able, as 
before, to push into new ground. In 


one case, they can’t—at once. 


Food and Drug Administration: 
How it Operates 


Does FDA inspect all food? 


Certainly not; there’s too much. 


What does it inspect? 

Under planned cleanups, it inspects 
particular branches of the industry. 
It looks into shipments it has reason 
to suspect. 

How about meat? 

That's handled by the Department 
ot Agriculture. 

What happens when FDA finds 
bad food? 


It calls on FDA to seize it. 
Is that all? 


Sometimes it adds criminal prose- 
cution or gets an injunction against 
more shipments. 


What's the chief problem with 
food? 


Cleanliness. 

Any other food problems? 

Sometimes dangerous chemicals are 
used. 

For instance? 

FDA seizes fruit that’s been 
spraved too much. It just issued an 


order against certain bread softeners. 


Are these softeners dangerous? 
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Nobody has made an overwhelming 
case that they are. But FIDDA’s idea 
is that safety should be proved. 


Does this complete the problems 
with food? 
No. There are accu 


representation, 


Isn't it FTC's job to deal with 
that? 


FTC watches advertising and 
spoken representations; FDA poli es 


the labels. 


Does this divided jurisdiction make 
trouble? 

Not enough to torce reorganiza 
tion. 


How is food misrepresented? 

Makers of fad products clai 
ures for cancer, heart trouble, rheu 
matism if you take their various root 
juices. Since the margarine tax went 
off, it’s been FDA’s job to see that 
nargarine isn’t labeled “butter.” 


Why must cosmetics be policed? 

Occasionally, FDA finds, for ex 
imple, a hair tonic that will be 
troublesome if it uirt nto an eve 


oO i ream th t irrit 2 sk Nn. 


dangerous stuff isn’t 
s keeping prescrip 
the patent medicin 


ounter, 


For example? 
Again and 


Does FDA ever decide that a drug 
with a bad name isn't dangerous? 

Yes ‘Then there’s a boon isually 
brief, in some new patent medicine. A 
Tew months ago, it found that hlo 0 


phyll had been falsely a ised. 


If | complain to FDA, will | get 


results? 
It depends y oun oht og 


etter Saving © tse tse 


When do they follow up? 

First, in cases of actual dangei to 
health; second in the sale of stuff 
that’s dirty; third in misrepresenta 
tion that hits the po ketbook. 


How long has this been going on? 

First law was passed in 1906 and 
has been tightened since, particularly 
n 1938. 


How big is the staff? 


On January 30 there was a staft of 
886, plus 168 inspectors, paid from 


rees, 
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HINDE rhymes with FIND 
DAUCH is pronounced DOWK 


Say HIND and DOWK 


America’s Authority on Packaging. 


our 65th year Coo shed 
H=D) 


SANDUSKY, OHIO 


17 MILLS AND FACTORIES « 40 SALES OFFICES 


does your 


=] | Baework both 
> fF eroovuct 
he ~ i & 


does your marketing 
plan call for 
moving your product toward the buyer 


by means of: 


. = ey Cee 
publication "aa \ ur Vie Mile |e 
advertising ? IN 


direct 
mail? 


sales calls? 


of course it does! 
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but does your marketing 
plan also call for 


moving the buyer toward your product 


by anchoring adequate product 


information at his elbow, 
so that he can figure out, fast, 


that your salesman is the man to call? 


if you look at marketing as a two-way street, you will recognize that all the 
while you are trying to find hot prospects... these prospects are trying 
just as hard to find products like yours. It follows that when you use the 
powerful combination of good selling promotion and good buying promotion, 
you speed the process of bringing “‘ready”’ prospects and your salesmen 
together. Today, 1,480 manufacturers use Sweet's services in this connection. 


‘The Sweet's man in your area may be able to give you some useful ideas. 


‘“‘The easier you make it for people to buy your products, the easier they are to sei/.’’ 


| 
waning | 
(HRY ; 
- FREE: Pocket-size booklet, ‘How to Improve Marketing 
wen | Efficiency through Improved Catalog Procedure.” 
A Write Dept. 8, Sweet’s Catalog Service, 
Bevgce sl 119 West 40th Street, New York 18, New York 


Cc a t al 0 4 Ss e r Vv t Cc e Division of F. W. Dodge Corporation 


Designers, producers and distributors of manufacturers’ catalogs for the industrial and construction markets. 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 


Boston Buffale Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 


JUNE 5. 1963 


People and their Ideas 


WATERMAN 


Lee Waterman has been named ad 
\lexander Smith, 
Inc. Prior to joining Smith in °50 he 


munistrative v-p ot 


was v-p and director of merchandising 
of W. T 


dent of Green Giant Co 


. Grant Co... . New presi 
~ obably the 
world’s largest packer of peas and 
corn, is W. F. Dietrich, 


eran of the company 


35-year vet 
Robert Cole 
has been named director of advertis 
ing and sales promotion, Olin’ In 
.. Carl W. Shaver is 
president of Food-O-Mat 
Comm... Joseph L. Wood has been 
elected president Sales Executives 
Club of New York . . . New presi 
dent Lhe Premium \dvert sing \s 


America is Gordon C. 


dustries In ° 
the new 


sociation of 


Bowen. 


TOBIAS 


Jerry J. Tobias, v-p and general man 
ager for many years of Allen Indus- 


tries, Inc., is now president. 


Watch Out, Boys 


“A new kind of aggressive, hard 
hitting, hard-selling, | 
merchant is 


ard advertising 
coming into being,’ 
warned M. Belmont Ver Standig, 
Washington, D.C. advertising man, 
in a speech to 600 businesmen attend- 
ing the D.C. Merchant's Clinic. 
“He's too young to remember how 
things ought to be done. He's too 
young to remember the davs when a 
sO he sells 
over the heads of the salesman and 
does his selling to the public. And 
that means advertising.” 


salesman was a salesman 


People Were From Missouri 


“had to be 
‘Those were the so-called 
said R. J. Sargent, 
\ppliances, West 
Corp to the Na 
\ssociation of Electrical Dis 
tributors. “IT still see 


when everyone 
shown.” 
good old days 
Na Jor 


inghouse Electri 


Manager, 


tional 
nothing wrong 
with an individual demonstration to 
sell a product, but a new and broade1 
application of the same principle has 
come into its own. In this new era ot 
salesmanship the popular approach is 
one of mass distribution . on tele 
vision we can now make a demon 
stration to millions of people all at 
the same time. Dealers have picked 
this Ip and now we see the advent 
of store parties home parties and all 


Smatt dealers 


vet together trom five to 


types of group selling. 
YY) or more 
hard-selling 
story on the product, interspersed by 
Does 
it sell merchandise? ““You bet vour 
lite!” adds Sargent. 


people and five a real 


some kind of entertainment.’ 


Government, Like Business? 


kven a government agency can suffer 
from lack of sales training. Moaned 
Postmaster General Arthur E. Sum- 
merfield to The Sales Executives 
Club of New York: “. it will be 
hard for you men who know so well 
how sales training pays off to realize 
that the Post Ofhce Department, 
with its more than one-half million 
employes, has no adequate employe 
training plan. Lack of supervisory 
training, in particular, is crippling 
the Postal Service where the effective- 
ness of workers is directly related to 
the caliber of their supervisors.” 


GRAHAM 


Walker Graham has been appointed 
v-p of MecCann-Erickson, Inc. He'll 
be account executive on the Chrysler 
Division account New v-p in 
charge of sales, Avoset Co., is T. C. 
Gruhler . William F. Edwards has 
been appointed v-p in charge of sales 
Shavex Co, . . Jack Marshall has been 
appointed gsm and Mary Starr, sales 
‘Lupperwar® Home Pai 
... For many years regional 
sales manager in Chicago for ‘The 
Bassick Co., William K. Meyers has 
been ele ted executive \v p ee 4 New 
gsm, The Ludman Corp. is Henry W. 
Tavs .. . Julius T. Little, R. F. Mar- 
shall and Howard M. Thompsor: hav < 
been named vice-presidents of F. W. 
Dodge Corp. . . . New advertising 
manager ot Meade motselle is A. c. 
(Mike) Pearson, who has been in the 
same post at Charm for three years 


counsellor, 
ties Inc. 


| aed 


LOEBELSON 


Meyer Loebelson, gsm and advertis 
ing manager of Lightolier, Inc., 
1949, has been appointed v-p and a 
member of the board . Anothe: 
gsm who has been named to the 


sink e 


eastern sales manager, Olympi 
Radio & Television, Inc., is Eric K. 
Orne. 
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ON DISPLAY AT YOUR OLDSMOBILE DEALER'S 


Outdoor Adv. 


more peopl we can tell about OLDSMOBILE.,. the more prospects we 


to sell. OLDSMOBILE’s outdoor program ockets right to the mark! 


ALBERT P. WAGNER 


One of a series of advertisements promoting a better under 


standing ond appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. «© THE PACKER CORPORATION 

, WALKER & COMPANY «© UNITED ADVERTISING CORPORATION + WHITMIER & FERRIS CO., IN( 

serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. « E. A. ECKERT ADVERTISING CO 

of the nation’s“ PORTER POSTER SERVICE * SLAYTON & COMPANY »© THE HARRY H. PACKER CO. * BORK POSTER SERVICE 
YUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. « C. — STEVENS CO 

consumers ONSOLVO ADVERTISING CORP. « LEHIGH ADVERTISING CO. + MARYLAND ADVERTISING CO 
AMERICAN ADV. CC STANDARD OUTDOOR ADVERTISING, INC 444 MADISON AVE NEW YORK 22 


5* Dimonsiow 
BOOSTS SALES RESULTS FROM ADVERTISING BUDGETS IN 


DELAWARE VALLEY, U.S.A. 


THE GREATER PHILADELPHIA MARKET 


? | 7 RETAIL SALES 
Philadelphia area, over Philadelphia area, over 
ves) 4,500,000 persons ea ey 8 4 billion dollars yearly 


27 


yy a a ao STABILITY 


Delaware Valley is Diversified industry 
A World's Greatest In- Rea means steady employ- 


er ae a 
i dustrial Area ment, fewer fluctuations 
eA in labor force... always 
Me a sure market 


THE GROWTH 
FACTOR 


Capacity and potential for 
dynamic expansion 


Talk about the first four dimensions 
and Delaware Valley’s market potential 
speaks for itself. Today, industry 
chooses the Valley tor $11% billion 
worth of expansion. 114 million fami- 
lies spend newly-boosted incomes. Add 
the vital "Sth Dimension’ —the growth 
factor—fora/future market whereadver- 
tising buys more sales for less. As Dela- 
ware Valley's prime force, THE 
PHILADELPHIA INQUIRER makes the 
most of advertising budgets for more 
sales-seeking advertisers month 
after month. 


Che Philadelphia Inquirer goes 


Constructively Serving the World’s Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE 5S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK 
& CHAMBERLIN, 155 Montgomery Street, San Francisco, Garfield 1-7946 ¢ 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


Exquisite, exeitingly lovety! Never he 

royal patiorns been offered by the f 

Laughlin at @ price so 

SELECTION lavishly designed in 22K GOLD Yew, they are bee 
comperabic to only the costliest of Enelionh China. Vou will want « set 


Ht Leedy Salford THE Sade Crt OuEI 


55 Pe. Service tor 8 93195 
pinnae OO Pe. Service for 12 95495 
othe sete 


ee ee 


Too Little Buyer Appetite? 


IT PULLED: A simple three- 
way-fold direct mail piece 
sparked the consumer in 
terest that was later con- 
verted into sales at the 
store level. It was done in 
full color. Reverse side 
played up the premium 
offer, pictured the free 
tea-coffee pot matching 
either pattern. 


Or Too Little Creative Sales Effort? 


Homer Laughlin China Co. gives the customer an immedi- 


ate reason to buy... adds, at the retail level, some strong 


incentives to sell. Here's the story of a profitable promo- 


tion in a department where "nothing ever happens." 


BY DAVID J. 


What can you do to fatten the re 
turns from direct mail advertising? 
Homer Laughlin China Co., Ch 
cago, manufacturer of Lady Strat 
ford and Lady 
ware, produces an answer: You for- 


Greenbrier dinner- 


tify your mailings with a premium 
offer to provide immediate i 
ment to the customer to buy. 

You do sor ething to 


ments of news something 


i. 


reate ele 
’$ going 
on’’—at the retail level. 
You organize and stimulate retail 
lespeople the noint where the 
Salespeople to the poin where tney 
have a direct and personal intere 
the success of the campaign. 
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ATCHISON 


this, you provide cash and/or met 
chandise incentives. 

In spite of lagging sales in depart- 
Homer 
Laughlin reasoned that most house- 
wives feel a sense of pride in owning 
and using a set of “company dishes.” 
The company believed that, if the 
consumer were offered china which in 
appearance is comparable to English 
china, and if her interest could be 
focused on it, she would buy. So 
came the “Planned Package Promo- 
tion,’ worked out by the company in 
collaboration with Albert E. Sloane, 
Inc., the advertising agency. 


ment store china sections, 


It was so effective that one chain 
of Chicago furniture stores optimisti 
cally anticipating retail sales of $25, 
OOO, chalked up a $60,000 volume, 
during the month the promotion was 
operative. 

Homer Laughlin promoted Lady 
Stratford and Lady Greenbrier din 
nerware sets in 55 pieces for $34.95 
(service for eight) and 100-piece sets 
(service for twelve) for $54.95. The 
premium was a $10 combination tea 
coffee pot to match either the Strat 
ford or Greenbrier set. 

Department jewelry and furniture 
store customers in almost every ma 
jor city in the U. S. received a letter 
from dinnerware buyers in their local 
stores, to which was attached a busi- 
ness reply card and a full-color circu- 
lar showing the two lines and the 
gift. The Sloane office and the 
manufacturer supplied sample or 
“guide” letters. Excerpts from these 
letters: 

‘After 10 years of research and 
design, our dream has been realized 
. . . Homer Laughlin’s new patterns 


89 


achieve 
ment in the annals of fine dinnerware. 


are imasterpieces—-a_ great 


“But there’s one thing we 
decide. 


cant 
Which pattern will be the 
most popular—the Lady Stratford in 
its exquisite Burgundy red and lavish 
22-karat gold, or the Lady Green- 
brier, magnificent in emerald green 
and luxurious 22-karat gold? 
“We're asking our preferred cus 
tomers to help us make this decision, 
and in return for your help we make 
Choose 
the pattern you prefer and indicate 
the size service you desire on the en 
closed postage-paid reply card. Then 


the following generous offer: 


we will immediately send your set so 
you can use it and entertain with it 
in your own home for 15 days. With 
your set, we will include a $10 com 
bination tea-coffee pot. This gift is 
yours to keep forever, and without 
cost or obligation. 

“If you decide to keep the set 
then pay just $5 down and take 10 
months to pay the balance.” 

Return-mail response was 
lent. And even more customers, thei: 
‘uriosity piqued by the new dinne: 
ware, and their interest aroused by 
the offer of a gift, came to see for 


exe el 


themselves. Store managers and em 


LEADING FERTILIZER MANUFACTURERS 


.. ANOTHER 


REASON FOR THE RECORD GROWTH OF HAMPTON ROADS, VA. 


Make Your Sales GROW 


in America’s 
Miracle 
Market! 


Plant foods are playing an ever in- 
creasing part in America’s agricultural 
economy and prosperity. The leading 
fertilizer manufacturers located in Nor- 
folk are helping this mavket set records 
in population and retail sales gains. 
Make your sales grow! 


WTAR:NBC Affiliate 


WTAR-TV: All Networks 


| REAP bigger profits . .. use both 
Dominant WTAR-AM and Ex- 
clusive WTAR-TV to plant your 
sales message in NORFOLK, 
Portsmouth, Hampton, Newport 
News and Warwick — America’s 
26th market. Contact Edward 
Petry and Company, National 
Sales Representatives. 


NORFOLK, VA. 


ploves were armed to cope with the 
trafic. From New York 
to Hollywood, dealers had been sup 
plied with a “Planned Package.” This 
included : 


Ini reased 


1. A store manager’s guide for a 
one-month 
ing promotion. 


dinnerware merchandis 


2. Paper banners: large red-and 


vellow (“Have You Seen Lady Strat 
ford?) and green-and-white — fo 
Lady Greenbrier. (‘All silk-screened 
Day-Glo.” ) 


3. Full-color counter cards, 


4. Door prize blanks. 


5. Large “campaign buttons” in 
red and white, reading ‘“‘Have You 
Lady Stratford?” These but 
tons were worn during working hours 
by everv employe. The buttons were 
optional, at a cost to the store, of 
10 cents each. 


6. One inch by 314” 
stickers to; 


store lox ations. 


Seen 


adhesive 


placement in_ strategic 


7. A Lady Stratford “Sales Score 
Board” for posting on employes’ bul 
letin board. 


8. A Lady Stratford “Prize Board” 
for similar posting. 


By turning all store personnel into 
a mass selling force, managers found 
that the promotion increased the fea 
tured dinnerware sets 50 to 250% 
during the month it was run; over 
all dinnerware sales increased 200 to 
600% during this period. 

While Homer Laughlin and. the 
Sloane agency realized the success of 
the promotion direct 
sales made through direct mail litera 
ture, they felt that equal responsibility 
for the results lay 
built up in the stores through incen 


depended on 


in the enthusiasm 


tives to all store personnel. 


Arousing Store Interest 


Store managers were told that they 
were the key 
plan, that their own enthusiasm and 
follow-through important. It 
was up to them to instill the prope: 
spirit in their employes and to keep 
it buoyed up during the event. 

At the suggestion of the Sloane or 


to the success of this 


were 


here’s how most. store 


“instilling the 


ganization, 
managers went about 
spirit”: 

\rrangements were made tor din 
ner in a private dining room at one 
of the better hotels or restaurants in 
each city, for all employes of each 
store. The dinner was given two 
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nights before the store’s direct mail 
advertising broke. Employes (except 
credit managers and assistant man- 
agers) were not told the reason fo: 
the dinner. 

The store n inager then sent an in 
ter-store memo to all employes (re 
quiring signature one week before 
the dinner date: ‘“‘Please attend ou: 
dinner to be held on the night of 

at p.m., af the 
hotel.” 

An interesting speaker was en 
gaged to give a 10-15-minute talk on 
“Salesmanship.” The speaker was 
warned not to say anthying about 
“Lady Stratford.” 

Managers planned to have thei: 
mail ng to customers out on the morn 
ing of the dinner. 

After dinner, managers opened the 
meeting by saving: “Before the next 
month is over, someone in this room 
Ss going to receive a trip to Niagara 
Falls 
scheduled) for two people, with all 
expenses paid, and an extra week’s 
vacation with pay.” 


(or whatever the vacation spot 


Everybody Looks for Buyers 


CUTrIOUS, but they 
waited until the speaker had com 
pleted his talk. 
then carefully 
plan, so that each step of the contest 
was clearly understood. He displayed 
promotional aids and attempted to 
impress his people with all the things 
that were being done to make the 


Employ es were 


The store manage) 
outlined the contest 


event successful. 

Each emplove at the dinner 
ceived 200 personal cards to dis 
tribute among friends. (In one store 
d stributed SO 


contest, the porter 


many cards and brought so many 
people in to buy, that he won the 
grand prize). Sample letters were 
circulated for all employes to Cops 
and mail to friends. 
ceived his button at the dinner and 


throughout the 


ach person re 
wore it following 
month. 

At the close of the meeting, em 
ployes were introduced to the punch 
board, and each employe was given 
to get the contest started 
This board, dur 


was a popular after 


one chance, 
in the right spirit. 
ng the contest, 
hours place. To earn 


chances, employes worked on a point 


gathering 


system. For each 
Lady Stratford o1 
dinnerware sold through a stimulated 
istomer did not 


>5-piece set ot 


Lady Greenbrier 


sale (made when a « 


the salesperson in 


intend to buy) 
volved received one point. For each 
100-p ece set, he or she received two 
points. 

Each point entitled the en plove to 
one incl n 1e boa a ind also 
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counted toward the winning of the 
grand prize or prizes. On Saturday 
night, after the store closed, employes 
with the lowest points punched first. 
They could win cash, payable in 
mediately from $5 to $100, in 10 
punches of these cash values, while all 
other numbers paid 25 cents. 

All in-store contests operated on 
Employes 
were told at the dinner that if any 
arguments or disagreements developed 
about the contest, the right was re 
served to discontinue it, with the prize 


an ‘‘Honor System” basis. 


money going to charity. 


In cases ot returned dinnerware 


sets, the store manager interviewed 
the customer in an attempt to save 
the sale. If the return was accepted, 
the points originally awarded were 
deducted from the contestant’s total 
score, 

Sloane suggested to Homer Laugh 
lin dealers that in addition to the 
grand prize of an expense-paid vaca 
tion, they offer as further incentive 
such holiday items as a set of luggage, 
a camera, books, etc. To further in 
tensify store employes’ selling efforts, 
a S10 weekly prize was given to the 
person with the highest number of 
points for that week. 


“| DREAMED maide 
PREFERRED BRAND® | 


That's no dream, Mister . 


nform WAS THE 
ST. PAUL” 


$T. PAUL 
BRAND PREFERENCES 
I ; 
| 
| 


T 
| 


. it’s a fact! In the thriving St. Paul 


market, where 86.1% of the women are brassiere buyers, Maidenform 
acceptance has surged out front with 18.5% preference, as compared 
with 13.8% preference a year ago, according to the 1953 Consume: 


Analysis Survey. 


And it can hardly be called a coincidence that these figures started 
their rapid upward swing following an intensive advertising campaign 
in the St. Paul Dispatch-Pioneer Press in which Maidenform ran 800 
line ads each week for 17 weeks between June and September, 1952. 

Here is the St. Paul brassiere story as revealed by the Consumer 


Analysis Survey: 


CUSTOMERS BRAND PREFERENCE IN ST. PAUL 


1953 
... 18.5% 


Maidenform 
Brand B 
Brand C 
Brand D 


For the complete story of buying 


1952 
13.8% 11.2% 17.8% 
16.2 16.8 17.6 

8.8 9.6 8.7 

8.0 9.0 9.0 


habits and customer preferences 


1951 1950 


for hundreds of major products in the prosperous, vital St. Paul “half” 


of the Twin City market, the 1953 St 
is invaluable to national advertisers. 


. Paul Consumer Analysis Survey 
If you desire a copy, contact 


your Ridder-Johns representative or write Consumer Analysis, Dept. 1) 


A pauL 


DISPATCH 


Representatives 
RIDDER-JOHNS, INC. 


NEW YORK 
CHICAGO 


fe A #t1ooer 


wewsrparen 


DETROIT 


—_ i 


EER PRESS 


MINNEAPOLIS 
ST, PAUL 


7 
= TOMATO sauce 


FULL COLOR 
POSTCARDS 
for less t..an 1¢ apiece! 


+x Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department S, 


H.S. CROCKER CO., INC. 


SAN BRUNO «+ CALIFORNIA 


RICH 
CENTRAL 
FLORIDA 


Where the Qrangea Grow 
Where the (atthe Graze 


IS AN 


ISLAND 
MARKET 


COVERED ONLY BY 
ORLANDO SENTINEL-STAR 
MORNING. EVENING SUNDAY 
ORLANDO, FLORIDA 


Met. Rep BURKE, KUIPERS G MAHONEY 


2k SALES INCENTIVE PROGRAMS 
SEE NM 54th 
CA YEAR 
about all-expense trips offered 
as bonus awards, sales prizes 
or to sales meetings. 

United States -Canada- Mexico 


Europe - Bermuda. Caribbean Area 
5-50 day programs to your needs 


CARTAN Travel Bureau, Inc. 
23rd Fi. Willoughby Tower 
8 South Michigan Avenue 
Chicage 3 ¢ FRanklin 2-2742 


As a result of the large mailing of 
promotional pieces, many infrequent 
shoppers came into the stores. Man 
agers reported that these 3” x 5” 
printed cards were one of the most 
successful means of stirring up ex 
citement among customers. Here’s 
how it worked: 

A person stationed at or near the 
entrance gave everyone who came 
into the store a registration card. The 
customer was asked to fill in her 
name and address and to hand the 
card to a salesman in the dinnerware 
department who asked: “Have you 
seen Lady Stratford?” For doing this, 
the customer was included in a draw 
ing of door prizes, such as electrical 
appliances or jewelry. 

Since almost everyone who came 
into the store filled in the cards, 
turned them over to the salesmen and 
asked to see Lady Stratford, it was 
an opportunity to do a selling job 
These cards also built up a valuable 
mailing list for future store promo 
tions. 

Hinging local advertising of the 
promotion on the direct mail cam 
paign, Homer Laughlin supplied 
dealers with glossy black-and-white 
photographs which showed the din 
nerware and the gift-teapot premium, 
for use in newspapers. Kodachrome 
transparencies were also available to 
stores whose cities’ newspapers run 
color sections. 

Most stores ran a 1,000-line ad 
vertisement three days after the di 
rect mail had gone out, and in three 
to seven days afterward, repeated the 
advertisement. A week after the 
second advertisement had appeared 
stores ran a 600-line advertisement. 


A Dealer Reports 


Lady Stratford dealers in cities 
where television was available, used 
this medium effectively. Once the 
customer was alerted by direct mail, 
she could see the actual sets in her 
own living room, in black and white 

The five Ludwig Baumann de 
partment stores in the Greater New 
York area went “all out” on the di 
rect mail in-store promotion. Results 
during the first few days of the cam- 
paign were so impressive that a top 
executive took the time to write to 
Sloane’s Chicago office to report on 
the kickoff. 

“I’m very happy to report that it 
looks good,” he = said. “We've re 
ceived a little over 400 orders from 
the circulars and have sold over 530 
dinnerware sets in the storewide sale. 
On the basis of experience this should 
result in over 1,000 orders through 
the mail and approximately 1,600 
sales in the stores. All in all, the joint 
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effort looks like a definite success.” 

Final results were, in fact, far be- 
yond expectation. 

Ludwig Baumann also used direct 
mail circulars as an aid in store sales. 
Salespersons used them as “starters” 
in cases where sales were initiated in 
other departments away from the din- 
nerware displays. 

Customers who looked, but were 
undecided about buying, were given 
a circular with a return card at- 
tached. If they decided to buy, the 
employe who had handed them the 
card and circular received credit for 
the sale. 

As door prizes, Ludwig Baumann 
gave a set of 1847 Rogers Silver-plate 
service for 12 (first prize), and the 
same set in service for eight, with 
the winners choosing any pattern. 


$60,000 Volume—Plus 


Spiegel, Inc., department and mail 
order store in Chicago, sent 50,000 
circulars to its customers. On the 
day of the mailing, a special breakfast 
meeting was held in each store and 
central office for all employes. A 12 
page book was prepared to explain the 
point system method of payment for 
sets and prizes to be earned. 

As a final spur they were told: 
“There is your promotion, there is 
your ammunition, there are your 
prizes. We will supply you with the 
advertising and the customers. Your 
part must be honest sales effort at 
work and away from work. There are 
enough prizes, bonus books, and ex 
tra dollars to be made to make this 
contest a must for each of you. Let’s 
show the boss just how good a selling 
job we can do with this promotion. 
Let's not be the low store!” 

Spiegel’s reaction to the direct and 
in-store campaign was this: “We 
would have been pleased with $20.- 
000 to $25,000 but our net. retail 
sales were over $60,000! We attribute 
this additional success largely to the 
tremendous acceptability of Lady 
Stratford and Lady Greenbrier dishes, 
which stimulated our employes and 
obviously stimulated our customers. 
In addition, the program which you 
submitted to us was well thought out. 
We have run other in-store contests, 
but this was the most successful.” 

Many retail store managers have 
learned, through the Sloane-Homer 
Laughlin promotion, that direct mail 
can be a satisfactory means of selling 
merchandise, but that to make the 
printing and postage and time ex- 
penditures warrant the effort, some- 
thing else is necessary: an incentive 
to sell at point-of-purchase. Without a 
successtul follow-through, a direct 
mail campaign can fail. 
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The Oregonian SALES of circulation 


and advertising 


sives you the POWER leadership 


The Oregonian is FIRST... 
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in cusfomer coverage in advertising linage 
Leads in Portland City Zone Circulation 
Leads in Retail Trading Zone Circulation 
Leads in Total Oregon Market Circulation 


Leads in Retail Advertising 
Leads in Classified Advertising 
Leads in General Advertising 


Everywhere your Oregon customers live Advertising leadership is the result of 


-in the city, suburban areas, or all 43 sales successes for advertisers. Because 


Oregon Market counties — you reach The Oregonian delivers more results, it 
more of them with The Oregonian. The is the first buy in all ady ertising classifi- 
cations...led the 2nd paper by 4,182,327 


lines in 1952! 


Oregonian leads Oregon's 2nd paper by 
33,172 daily and 72,592 Sunday. 
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FOR SALES RESULTS... 


the Oregonian 


PORTLAND, OREGON 
229,004 Daily 289,542 Sunday 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Inc 
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Queen Elizabeth's Coronation 
Sparks “Royal” Salads 


The crown-shaped Coronation Salad has been a runaway 
hit for the Cling Peach Advisory Board. It was built around 
an absorbing historic event, and it was an ideal tie-in for 
dairy products and salad-type foods. What made it pay? 


BY S. E. PLUMB 


Advertising and Merchandising Manager, 
Cling Peach Advisory Board 


CORONATION SALAD: Dress with greens, 
add cottage cheese, lay on one half of a 
cling peach, and top with maraschino 
cherries. A whole peach would have spoiled 
the recipe—and the promotion. Noting the 
success of the Coronation Salad, Lily Tulip 
came up with the .. . 


CCRONATION SUNDAE: Ice cream was 
supstituted for the cottage cheese and the 
pener cup for the chinaware and Lily Tulip 
cashed in at the fountain on what started as 
@ home food promotion. 


Because Queen Elizabeth II was 
crowned on June 2 in Westminster 
Abbey and rode to and from the cere- 
mony in an eight-horse-drawn car 
riage, Americans have just rung up a 
spectacular food »romotion. 

The idea: Coronation Salad. 

It gave the Cling Peach Advisory 
Board, San Francisco, another oppo 
tunity to stage a related item promo 
tion. 

It was planned originally to run 
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through the Lenten season. ‘But the 
grocers took it away from us,” re 
ports S. EF. Plumb, advertising and 
merchandising manager for the Board, 
headquartered in San Francisco, ‘“‘and 
they won't let us take it off!” 

Apart from its timeliness, why has 
this promotion, essentially no diffe: 
ent trom dozens of others, been suc 
cessful with food retailers and leading 
national chains 2? Plumb summarizes it 
n three words: Publicity plus “gim 
micks.”” The “gimmick” in this pro 
notion: a facsimile of the Coronation 
oach. 

That the grocery trade wants dra 
matic display material has been proved 
by the Cling Peach Advisory Board. 
One of its most recent tests was con 
ducted last fall, when a tie-in was 
made between a food-store promo 
tion and the serving aloft of cream 
peach pie by an airplane company. 
The Board obtained 300 model 
TWA planes, each of which meas- 
ured about 30 inches. In_ addition 
there were several planes with an 8 
foot wingspread which took two men 
to assemble. 

The model airplanes were used to 
top cling peach and related item dis 
plays which promoted the cream 
peach pie in stores. Stores displayed 
the models on a rotating basis. Even 
tually they were used in contests by 
major stores. The displays stopped 
trafic and supported the Board’s con 
clusion that grocers find these trafhe 
stoppers good for trade. 

The contest angle suggested a ma 
jor cue for the Coronation Salad 
event. Workine with Ralston Purina 
Co. (for Rv-Krisp) and American 
Dairv Association, the Board im 
ported from Eneland ? 500 Corona 
tion coach facsimiles. ‘“These were all 
we could get,” said Plumb, regret 
fullv. The coach is 30 inches long, has 
wheels that turn. Food store oper 
ators realized immediately that a 
“Win This Roval Coach” invitation 
would stop more than six-vear-olds. 
The promotion was built around it. 

The Coronation Salad recipe. de 
veloped by the research arm of the 
industry, is simple: a bed of lettuce; 
a mound of cottage cheese; a large 
peach half cut in the shape of a 
coronet, its points tipped by maras 
chino cherries; dressing if it is pre 
ferred. 

Only one peach half is used. Ob 
serves Plumb: “If we had followed 
the natural inclination to get as much 
peach as possible into the salad, and 
had the recipe called for two halves, 
we would have weakened the appeal 
ind destroyed the effectiveness of the 
dea.” 

Last August the Board presented 
in outline of its proposed promotion 
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AMERICANS CLAMORED FOR IT: 2,500 replicas of Queen Elizabeth's coronation coach 


were imported and given away as prizes in... . 
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: ENTER NOW 
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3c WIN THIS ROTAL CO 
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y blank 
@ Write your 
' drawing bos 
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ov 


@ Winner's name will be posted 


FOOD STORE PROMOTIONS: Peaches, cottage cheese, and Ry-Krisp got into the act 


with a joint advertising and point-of-purchase carmpaign. 


to American Dairy Association ard to its being the first in the food field to 
Ralston Purina (Ry-Krisp), who had break a Coronation theme promotion. 
teamed up with the peach industry in Advertising and store displays brought 
many successful advertising events. it to consumers on March 1 for a 
Both companies were enthusiastic two-month run. The promotion con 
ibout the promotion. The group be tinues to be effective. 

lieves that early planning gave it a \ general pattern developed by th 
head start and was responsible fo: peach men in the course of many pre 
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Sound Slidefilm 
thas comeof age! 


%& The increasing success of the 


automatic low frequency system is 
making sound slidefilm one of the 


fastest growing media for sales train 


ing, sales promotion and point of 


purchase selling. 


LOW FREQUENCY “'30/50"’ AUTOMATIC 


The low frequency“30/50” technique of 


automatic sound slidefilm has become the 


accepted system in a large number of 


major industries and organizations. 


OVER 1,000,000 ‘'30/50" SLIDEFILMS 


Producers and their clients have distribut- 
ed more than one million copies of auto- 
matic “30/50” slidefilms on a wide vari- 
ety of subjects 


OVER 20,000 ‘30/50’ PROJECTORS 


A simple demonstration will show why 
there are more than 20,000 automatic 


sound slidefilm projectors in use. 


Sound Slidefilm Projector 


Wail Coupon 70 lay / 
DUKANE CORPORATION 
Dept. SM 63, St. Charles, lil. 


{(] Please send me further information 
on DUKANE Sound Slidefilm Projectors. 


‘al | would like a demonstration. 
Nome___._.__ 


Position 
Address 


City 


Zone___ State ‘ - — 
THE WORLO'S LARGEST PRODUCER OF SOUND SLIDEFILM PROJECTORS! 
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vious companionate promotions is fol 
lowed. (See “Tie-Ups with Related 
*roducts Lift Canned Peach Sales,” 
SALES MANAGEMENT, June 15, 
1950.) The three participants shared 
equally the cost of the facsimile 
coaches. The Board, which initiated 
the program, also produced the point 
of-purchase which con 
sisted of full-color banners, display 
cards and shelf-talkers picturing the 
salad, plus newspaper mats and radio 


advertising 


commercials for dealer use. 

Ralston Purina and _ individual 
dairies purchased the material from 
the Board in the amounts required. 
This works out advantageously. An 
individual dairy that requires, for ex 
ample, 300,000 bottle hangers for its 
local promotion of cottage cheese, 
would buy these at the gang run 
price—a four million run in this case. 

Simultaneously, the promotion part 
ners cooperated on the advertising to 
back up the event, co-ordinating 
schedules to avoid duplication, but 
each handling its own program for the 
selected theme. Thus, while American 
Dairy Association plugged the salad 
in Ladies’ Tlome Journal and Mi 
Call's, Ralston Purina used Life, 
plus its Space Patrol program over 
radio and television. At the same 
time, the Cling Peach Advisory 
Board ran a heavy schedule in a num- 
ber of magazines, newspaper maga 
zine sections and newspapers. It all 
added up, the peach men calculated, 
to “74 million color advertisements in 
women’s favorite publications.” 
600-line black 
and-white copy in all important cities 
across the nation. Listeners to 234 
radio stations and, viewers of 33 TV 
stations heard the commercials. 


Newspapers had 


How They Split Costs 


Cost to the three partners for the 
Coronation Salad promotion, to reach 
an estimated circulation of 57,380, 
O00, totaled $208,233. The break 
down: the peach industry, $122,628 
(circulation 43,534,000) ; American 
Dairy Association, $35,180 (circula 
tion 5,207,000); Ralston Purina 
$50,425 (circulation 8,639,000) 
plus radio and TV. 

There was collateral work too: an 
homemakers’ pro- 
grams over television and radio. 

Advertising to the trade, in na 
tional grocery publications, was a 
joint announcement and description 
of the promotion by the three partici 
pants. Emphasis was placed on con 
sumer advertising backing and point 
of-purchase sales aids available from 
“vour cling peach representative, your 


nouncements on 


Ry-Krisp representative, or your local 
dairy.” 

The 10 peach merchandising man 
agers activated the field work, aided 
by approximately 60 Ralston Purina 
representatives from coast to coast. 
The latter effectively stimulated food 
store managers to do an effective dis 
play and shelf-stocking job, to plan 
contests or other tie-in events of thei: 
own, and to advertise locally. 

Before the field work started, re 
tailers had been advised of the pro 
gram, not only by their business paper 
advertising, but by direct mail from 
Cling Peach headquarters. The main 
vehicle was “California Cling Peach 
News,” a 4-page, tabloid type of pub 
lication put out by the industry five 
times yearly, usually one month be- 
fore its five annual merchandising 
events. The large national chains, 
which plan farther in advance, are 
posted as far as three months ahead 


Guide for Grocers 


“Cling Peach News” (“The Gro- 
cer’s Guide to Bigger Profits”) pic 
tured the royal coach facsimile, with 
the three key items personified (the 
coroneted peach as Queen) and 
headed it: “Tidal Waves of Corona- 
tion Publicity Back Lenten Drive.” 
A poster-size center spread showed 
the salad in color against a_back- 
ground of cuts of publications sched- 
uled to carry advertising on it. Front 
and back pages described the promo- 
tion and advised grocers how to take 
advantage of it. 

Few food retailers failed to recog- 
nize the appeal of this promotion. 
Dairies —131 of them with 300 
branches throughout the U.S. 
jumped onto the royal coach. Many 
built their own promotions around the 
event, 78 buying nearly four million 
milk bottle hangers with a picture of 
the salad, its recipe, and an ordet 
form for cottage cheese with check 
spaces for each day of the week. Ap- 
proximately an equal number bought 
150,000 table tents for use by restau- 
rant operators, which also pictured 
the salad served with Ry-Krisp. 

Alert dairy firms, it is worth ob 
serving, have had such good results 
from tie-in promotions with the peach 
industry that they are eager to back 
up its events. Says Plumb: “Some of 
them inquire as far as a year ahead 
what we are planning so that they 
may allow for it in their budgets and 
advertising projects.” 

The enthusiasm the companionate 
promotions generate among the milk 
men is demonstrated by the way they 
tied their own advertising into the 
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program. Individual dairy expendi- 
tures featuring the coronation theme 
ran to thousands of dollars. 

Grocers were equally enthusiastic. 
The largest national chains made ef- 
fective use of the theme and of the 
point-of-purchase material, including 
the facsimiles of the Royal Coach to 
top displays. Throughout the East, 
Ralston Purina sponsored store con- 
tests involving customer drawings for 
the models. As many as 800 stores of 
one leading chain tied in with one 
division alone. In two other sections 
a chain organization featured the pro- 
motion in its retail advertising for 
four and three weeks respectively, us- 
ing a succession of mats. Many chain 
store managers and others individual- 
ized their displays by building original 
setups around them. 

The fact that the grocers won't 
abandon the promotion, although the 
Cling Peach Advisory Board has an- 
other even now under way for early 
summer promotion, is evidence of 
what it is doing for food retailers. 

Interest was aroused outside the 
grocery field. Kresge stores in Detroit 
called for Coronation Salad displays 
for its fountains across the U.S. This 
chain has tied in with cling peach 
promotions before, but this is the first 
time it has offered its windows for a 
display. 


Let's Try It, Too 


There was another dividend in it 
for the peach industry. The Lily- 
Tulip Corp. recognized that if the 
lettuce and the cottage cheese were 
subtracted, and ice cream added, it 
would make a first-rate Coronation 
Sundae. The peach men _ promptly 
worked out a back bar strip for the 
fountain field, splitting the cost with 
Lily-Tulip, and that firm is promot- 
ing the theme along with its paper 
cup liner for sundae cups. Dairies 
with ice cream divisions are getting 
an extra break. 

Are results to the cling peach in 
dustry measurable? Plumb does not 
pretend that they are in any precise 
terms. “‘We run five of these met 
chandising events each year,” he 
points out. (All of them are joint 
promotions with other food industries 
or firms. ) “The effects are cumula- 
tive. We do believe that this Corona- 
tion Salad event has been one of the 
most successful and best received 
any we have put on.” 

In terms of sales gains the industry 
can point to some gratifying figures. 
February .and March cling peach 
sales for 1953 were 21% ahead of 
combined sales for December 1952 
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DIEGO : DIGGER 


GROCERY ADVERTISING 


San Diego 
EVENING TRIBUNE 1: 


ON THE PACIFIC COAST 10th in the entire United States 


San Diego UNION y 


ON THE PACIFIC COAST 13th in the entire United States 


— for first 25 cities — 1952 
source — media records 
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ewe, Sin Diego Anion 


IMPORTANT CORNER 
a IN THE U.S.A. and 


om Nn i EVENING TRIBUNE, 


CALIFORNIA 
REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


Food people know that the only way to reach San Diego's 
Billion Dollar market — is with these two great newspapers! 
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Be there ey 


/ ideal for sales incentives, length of 
service awards, sales promotion 


How can you spend every waking 
hour with your best prospect—yet 
always be welcome? Simple: give hima 
Z1PPO engraved with your company 
name. It’s the one lighter that’s 
completely dependable—lights with 
one zip even in wind or rain. That's 
why you can be sure that a man 

will carry his Z1PPO everywhere... 
at his business... his home... 

or while he’s following his favorite 
sport. Your name or your company 
name is always in the best light on a 
ZippPo. Find out how you can be there 
with Z1pPO—just mail in the coupon. 


premiums, business anniversary gifts. 


Zippo Manufacturing Company 
Bradtord, Pa. 
I 


models. 


Company.. 


SM36 


lease send FREE brochure showing Zippo 


gee’ 


THE ONE-ZIP 
WINDPROOF LIGHTER 


In Canada; ZIPPO Mfg. Co., Canada Ltd., Niagara 
Falls, Ontario. Prices slightly higher in Canado. 


FREE repair service—for life! 


and January 1953. The two-month 
period for this year was 5% ahead 
of the same period in 1952. 

The pack year runs from June to 
June. Sales for the first 10 months of 
the current 1952-53 pack year (June 
1, 1952 to April 1, 1953) are 12% 
ahead of those for the previous pack 
year. The industry also promotes fruit 
cocktail. Its sales for the first 10 
months show a 10% gain. 

It is interesting to note that 80 
85% of all canned peaches sold are 
clings. This means that four out of 
five cans of peaches on grocers’ shelves 
are clings. Averaging the figures ove 
a five-year period, the ching peach in 
dustry is doing a $75 million annual 
business in canned peaches. This is 
cannery sales value. Added to this is 
a fruit cocktail business amounting to 
$53 million in cannery sales. 

The cling peach growers are proud 
of the fact that they have never asked 
for any government subsidy or sup- 
port. Their philosophy is that they 
ought to move their own crop. 


What People Want 

Maybe we ask ourselves 
why people should want to 
talk to us. To get an answer, 
we must put ourselves in the 
other person's place. We 
must look at the problems of 
men and women on whom 
we call as if their problems 
were ours. What is it that he 
or she most desires? 


Top Secrets of Successful 
Selling 
—Jack Wardlaw 


During the current year, the Board 
will spend a total of $517,836 for 
advertising on merchandising events. 
This is matched with $759,031 to be 
spent in support of the same events 
by co-sponsors who will come in on 
various events throughout the year: 
Pet Milk Co., Ralston Purina, Kraft 
Foods Co., American Dairy Associa 
tion, U.S. Steel (cans), General 
Mills, Inc., and The Best Foods, Inc. 

Obviously, these firms, like the 
cling peach industry, have ceased to 
regard the companionate promotion 
idea as experimental. It has become 
an established means of getting the 
combined efforts of two or more in 
terested, factors behind a given me: 
chandising event. And “merchandising 
events’ appeal to grocers more 
strongly when they call for menu sug- 
gestions and multiple food purchases 
than do promotions of one item. 
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MEXICO’s and U.S. A.’s 


LEADING 
PRODUCERS AND DISTRIBUTORS 
“=~ OF MOTION PICTURE 
E.M.A. S|MLP.A. ADVERTISING FILMS 


OF MEXICO CITY OF NEW ORLEANS 


EMA. covers Mexico 4 MPA. and affilicted 
Central and South - fompanies cover the 
America USA. ond Canoda 


This New Giant Motion Picture Advertising Network Makes 
Available to Advertisers a Ready-Made Audience of 
40,000,000 per Week —in more than 11,000 Movie Theatres 
in North and South America. 


Advertising Spot Movies can be scheduled in one theatre per week or as The new Motion Picture Advertising Network is served by the large Sales 


many as 11,000 theatres per week. A week's service constitutes display staffs, and Production and Distribution facilities of the following companies: 
of a spot movie film commercial at each full performance of a movie 


1. Ad Films, Ltd. of Canada—with offices in Toronto. 
theatre for one full week 


. Espana Mexico Argentina, $.A. de C.V.—with 
offices in Mexico City, Mexico. 


2 
Persuasive “Spot Movie’ film commercials can be custom made with < : 
3. United Film Service, Inc.—with offices in Kansas City, 
4 


Sponish or English sound tracks, or regular TV film commercials can be 
adapted for English or Sponish Movie Theatre display. 


Chicago and San Francisco 


. Motion Picture Advertising Service Co., Inc. 
with offices in New Orleans and New York 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
1032 Carondelet St., New Orleans, to. + 70 E. 45th St., New York, N. Y 
ASSOCIATED WITH UNITED FILM SERVICE, INC., 2449 CHARLOTTE ST., KANSAS CITY, MO. 
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Corrections in the ing employment of 33.3 thousand for $16)—see p. 193; Portland’s rank 
Survey of Buying Power New Castle county, Del. Correct among Metropolitan Areas in this 
figures for New Castle county appeai field should be 21 instead of 172. All 

When using the county-city data, elsewhere in the table. areas now ranked between 21 and 172 


please refer to page 195 of the Survey 

of Buying Power tor corrections ot 
certain misprints. P. 164— dutomotive Store Sales, 
200 Leading Cities: Kankakee, Ill., P. 191—Sales in 7 Store Groups, 
PP. 82, 102, 106, 108—Pictograph with Automotive Store sales of $20. Pot ntial Metropolitan Alreas Area 
Maps: Since the Hile-Damroth artist 730 thousand, should rank 182 in this 219 lyler, Tex., Package Liquor 
who drew our pictograph maps has category. Cities now ranked 182 Store sales should be markedf, indi 
never been west of the Hackensack 200 will drop one in rank, cating that liquor is not legalized. 


will drop one in rank. 


River, readers will excuse him (and 
us) for imposing the shading, figures, a an 
and ‘name of New Mexico on the P. 188—Sales in 7 Store Groups The same notation should also apply 
space generally credited to the state for Metropolitan County Areas: Area to Tyler Liquor store sales on pp 

‘ 4 < t < , ) 
of Arizona. With nowhere else to go 111—-Portland, Ore., sales of Lumbe1 195 and 216. 

; _ 4 ? ane sere . 

therefore, Arizona’s name, shading Yards and Building Materials Deal 
and figures were put in New Mexico's ers should be $40,092 thousand (not 
$4,092 thousand. ) The Total Above P. 195—Corrections Texas correc 
Metropolittan Areas line (p. 190) tion for p. 623 refers to Nacogdoches 
changes, therefore, to $4,002,942 city (not county). 

P. 53—J/ndustrial Potentials: The thousand; ‘Votal All Above Metro 
heading of the third section of figures politan Areas line (p. 191) should P. 485—New York 

_ = » ‘eicib) . ome CU 7 

on the Industrial Potentials ‘Table now be $4,272,772 thousand in sales 
should read “INDEX 1952/1947,” of Lumber Yards and Building Ma 
instead ot ‘“% CHANGE 195? 1947.” terials Dealers. 


position. 


Queens Coun 
ty Fkood Store sales should be $588, 
477 thousand. 


P. 560 — Pennsylvania: Lancaster 
P. 76—T otal Manufactures, Lead Per Family Sales for Portland in County Food Store sales should be 
ing Counties: Delete the line indicat this category should be $160 (not $55,826 thousand. 
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Typical Remington Rand _ binders 
tailored to users’ requirements. To 
appreciate them fully, you'd have to 
see them in their actual rich color 
and texture. 


free IDEAS TO HELP YOU — SALES 


Phone or write today for your free copy of this 


new Remington Rand catalog ““Binders That Build 
Business.” It’s packed with facts, ideas and sug- 
gestions for making your product literature and 
sales presentations more effective, more resultful. 

In this fully illustrated 40-page book, you'll also 
get the full story on important new binder design 


improvements resulting from years of research 
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Remington Rand Inc. 
Management Controls Reference Library 
Room 2836, 315 Fourth Ave., New York 10 


Kindly send free copy of “Binders That Build Business.” 
NAME 

TITLE 

FIRM 

ADDRESS - 


CITY ZONE__— STATE 


and development. Improved locking and unlocking 
mechanisms, for instance, to make sheet changing 
easier... superior styling and handsome cover 
materials that form a background worthy of your 
finest products ... and the exclusive ““Rem-Bossed 
Process” that personalizes your binders with beau- 
tifully clear reproductions of your logotypes, 
trademarks or corporation seal. 

Don’t miss this opportunity to learn what’s 
newest and best in the field. Send in the coupon. 
For free copy of Catalog LL-234, visit your nearest 
Remington Rand Business Equipment Center, or 
write to Management Controls Reference Library, 


Room 2836, 315 Fourth Avenue, New York 10. 


Remington. Fkard. 


PROFIT-BUILDING IDEAS FOR BUSINESS 
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THE HOOVER COMPANY 


woORTH 


“The Hoover Co. owes much to 
creative salesmen,” says the 1952 an 
nual report announcing the company’s 
highest sales—$51 million. 

To honor the men and women who 
brought in record sales, Hoover 
dusted off this picture, used years ago 
by H. W. Hoover, now chairman, at 
sales meetings to chart for new sales- 
men the path to a vacuum cleanet 
sale, and put it on report cover. 

‘The picture was a tool the sales 
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men used to forge their own su 
‘ess,’ the annual report reminds us, 
“and the success of the company they 
worked for—and, indirectly, the suc- 
cess of American industry. . 

. . . new salesmen must- have 
every detail spelled out for them. 
Hoover salesmen must learn creative 
selling—that is, of instilling desire in 
the prospect, aS against the simpler 
job of fulfilling a desire that is 
already there.” 


International Salesman 


Jack Dow has some unorthodox ideas about recruiting 
and managing salesmen. He doesn't insist that candi- 
dates for sales jobs have previous selling experience. He 
doesn't spurn men who are in the middle-age bracket. 
He thinks too much supervision is poison. In spite of the 


fact that he has 500 salesmen, he still looks upon each 
one as an individual . . . doesn't believe in “mass man- 
agement" of salesmen. 


Dow is an inveterate traveler. He rattles around the 
world selling advertising specialties from England to 
Bolivia, from the fringe of the Iron Curtain to Australia. 
In England, a country just now awakening to the possi- 
bilities for advertising via calendars, his calendars are 
sold for resale to the consumer. In terms of U. S. cur- 
rency, the price ranges between 50 cents and $5. In 
Sweden, the Government has the resale monopoly. 


In the Latin countries the problems vary from place to 
place, but a good-looking girl picture will always sell 
calendars. ‘Just remember," Dow says, “that in Spain 
an American blonde will outsell a dark-eyed senorita.” 
And in Brazil they go for such human subjects as children 
going to school, or sitting under an umbrella in the rain. 
But American kids outdraw Brazilian offspring—in Brazil. 


Historical pictures of American institutions don't move 
—except in the U. S., where they're wonderful. 


Dow, whose company deals in such varied products as 
pictures for framing, encyclopedia sets, school table tops, 
and playing cards, remains perpetually surprised by one 
indisputable fact: There are millions of people left in the 
world who love to work jigsaw puzzles. 


| Stand Four-Square on 
Straight Commission Pay Plans 


... but commissions must be generous, and the territory 
must be adequate. And company policy must recognize that 
salesmen want dignity in their jobs, recognition for good 
work, and opportunity to exercise their own initiative. 


BY H. J. ("JACK") DOW 


President, Louis F. Dow Co. 


‘There is nothing wrong with sales- Louis F. Dow 


Co., St. Paul, has 


rugged individualist who, when prop- 
erly selected for his work, will display 
managerial ability that will surprise 
many executives. 

2. He resents being told when to 
get up in the morning, which cus- 
tomer to call on first, which folder 
to display. 

3. If he has a chance to use his 
initiative and aggressiveness, he will 
prove himself a worthy partner in the 
field and he will develop a business 
which will be profitable to him—and 
to you. 

Let’s analyze the first point. Dow 


manship that salesmen can’t correct 
themselves, if sales managers stop 
pampering them. 

We don’t want to imply that we 
know all about salesmen, because no 
one does, including salesmen. But the 
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learned some things about salesmen 
since it began its business in the 
calendar and_ specialty advertising 
field more than 50 years ago. 

Dow has learned that: . 

1. The American salesman is a 


knows that salesmen candidates have 
to be selected carefully. In the early 
growth of the company, when turn- 
over of salesmen began to reach a 
high rate, we learned that it could be 
traced to the sales hiring department. 
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+199,126 1 125,215 LINEAGE GAINS 
4+108,189 $110,209 MIDWEST UNIT 
FARM PAPERS 


the 5-year trend 


1s to localized 


Prawe Wolleces’ Wisconsin 


-——— a’ = farm paper 


adi ertising 


LINEAGE LOSSES 
4 GENERAL 
FARM MAGAZINES ~133,110 


Source: Total Commercial Advertising, Farm Publication Reports, Inc. 


Lineage Gains of Midwest Farm 
Papers Show Need for Local Impact 
The sensational lineage gains of 
Midwest Unit Farm Papers for 
the five-year period beginning in 
1948, as compared with the sub 
stantial losses of the four national 
farm magazines, proves adver- 
tisers know the greater effective- 
ness of localized farm paper 
advertising in the Midwest. 
With the return of competitive 
selling in 1948, it was only natural 
that more and more advertisers 
with larger and larger schedules 
would turn to the market where 
@ Farm income is more than double 
the national average. 
@ Farmers are local dealers’ best cus- 
tomers, 
=] @ Rural population predominates and 
¥ a @ 1,290,341, or 9 out of 10 of the best 


ee farm families depend upon their 
9: —=—S== Midwest Unit Farm Paper as their 
chief source of information, 


Mass in the Midwest is Class in the Nation 


Your sales potential is highest where 
farm income is highest —in the Mid- 
west —where there is no other way of 
delivering your sales message as 
effectively as through the Midwest 
Farm Paper Unit one order, one 
plate at a money-saving rate. 


Ask for Your Copy 
NO DAK — mA a is CLASS” 
wis a 


so = 
NEBRASKA 


A special study 

by the U. S. Census 

Bureau compares the buy- 

ing power of Midwest Farm 
Paper subscribers and all formers in 
the 8 Midwest states with the other 
40 states. Write us. 


/ 


‘ : ¢ Sales Offices: 250 Park Ave., New York 17... 

; ~y ie + . a" ® oN me j 59 East Madison Street, Chicago 3 Russ Build- 

. 7. “ Te. 00 ing, San Francisco 4... 1324 Wilshire Blvd., Los 
ows Sob —* Angeles 17 ... 505 N. Ervay Street, Dallas |. 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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3 of the 4 
QUAD-CITIES 


when you use these newspapers 
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and 57% of all Quad-Citians live in 
Rock Island +« Moline + East Moline 


\ 
me ze ROCK ISLAND - MOLINE 
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Represented by Allen-Klapp Co., New York, Chicago, Detroit 


CREATE THAT FESTIVAL © ; 
cive away imprinteo EAGLE satioons 


Interviewers sought people who had a 
fair-or-better record of performance 
in the sales field. 

We have discovered that many ot 
our best salesmen have had no previ- 
ous sales experience, but have come 
from the public service area. One of 
the best recent sales performance 
records was turned in by a former 
mailman. We also have ex-policemen 
and firemen on the sales staff. 

Dow Co. employs approximately 
500 direct salesmen. One currently 
averages yearly earnings of $40,000. 
There are several in the $30,000- 
$40,000 class. We prefer beginners 
to earn $5,000, and we worry about 
an experienced salesman if his earn- 
ings drop to less than $7,500. 

After properly selecting a salesman 
candidate, we like to give him his 
head. We direct him, of course, 
through the district offices. We keep 
him alert to anything we think he 
ought to know, through weekly office 
bulletins. We have annual home office 
sales meetings and district confer- 
ences, but we try to keep the district 
conferences attuned to problems in 
which the salesman is directly con- 
cerned. 


Let Salesman Manage 


On the second point—that of over- 
direction of the salesmen in the field 

we have found that it pays to let 
a salesman build on his managerial 
ability. We like to think of salesmen 
as business partners of the home office, 
who go into business for themselves 
when they are hired as salesmen, and 
who build that business and expand, 
just as the company is growing and 
expanding. 

We think that too many sales man- 
agers attempt to mold salesmen into 
one pattern, that they set a single set 
of rules and want all salesmen to 
conform to those rules. Salesmen are 
individualists, just as there are indi- 
vidual problems in separate sales fields. 
What might be good for a salesman 
in Chicago will not necessarily work 
for a salesman in Tennessee, and if 
both salesmen are governed by a sin- 
gle set of rules, one of them may be 
injured, 

In Europe, a salesman usually fol- 
lows a definite pattern. He acts as 
his company has dictated for many 
years. In America, if a salesman is 
treated as an errand boy, he performs 
like one. The average American 
salesman has ambition and initiative, 
if properly tapped, and that is some- 
thing that seems to have been over- 
looked in recent years. 

The third point — permitting a 
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salesman to use his natural aggressive- 
ness—involves that increasingly com- 
mon term of “incentive for sales.”’ 

We have found that the best in- 
centive is a commission that is suffi- 
iently generous to make a salesman 
want to build a business for himself 
and a territory that is adequate to 
support that business. We don’t pay 
expenses; we let salesmen work out 
their own business expenses from ade 
quate commissions. 

We see that each salesman has an 
adequate territory. For our purposes, 
in adequate territory is one that en- 
compasses approximately 100,000 
people. 

Whenever possible, sales areas are 
“carved out’ around the home towns 
or cities of salesmen who have proved 
themselves to be successful salesmen. 
Salesmen tend to establish themselves 
more firmly in territory they under- 
stand.* 


The "Unorthodox" Pays 


Dow believes that sales perform 
ince usually follows a definite popu 
lation pattern. In New York, for 
instance, with approximately eight 
million population, Dow business is 
oughly eight times that of an area 
with one million population. 

Let’s take one of our New York 
salesmen as an example of what hap 
pens under what some people call our 
“unorthodox” system of selecting and 
handling salesmen. This man was 50 
vears old when he came to us as a 
prospective salesman, which alone 
would have ruled him out in many 
plants. 

What this man didn’t have, in the 
job he then held, is an example of 
what most salesmen want: 

He said he had confidence in his 
ability as a salesman, but that his 
present job offered little opportunity. 

He said that his current job, one 
he had held for many years, did not 
seem suitable for a 50-year old man. 
Consciously or not, he was seeking a 
job with dignity. 

He said that no matter what he ac- 
complished, the credit always seemed 
to go to someone higher in the organi- 
zation’s ladder. He wanted recogni- 
tion for a job well done. 

He said he believed that no matter 
how hard he worked, his future 


*Editor’s Note: There is little question 
that Dow salesmen establish themselves. 
One Dow salesman has been dead several 
years, but three or four customers still 
insist on making out annual orders in the 
salesman’s name. The commission is 
credited to the bank account of the only 
survivor. 
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NOW DISTRIBUTOR SALESMEN 
LOOK-LISTEN-SELL 


CASE HISTORY 325 1 


OBJECTIVE: Trumbull Electric, Department of sian 
Electric was faced with lagging sales on a high capacity 
interrupting switch — by all measurements, the best on 
the market. 


SOLUTION: A visual education program showing product sales 
features and benefits, was designed for Distributor sales- 
men and their prospects. 


RESULTS: Jn the first three months of the program, over 2870 
distributor salesmen had been indoctrinated — 4 times 
the number of entire previous year. Sales increased sub- 
stantially. 


This is a typical example of Hile-Damroth’s complete sales 
promotion and sales training service — from the analysis 
of the problem to the design and production of all visual 
methods. 


Write us for an analysis of where you may be able to use 
visual media to increase sales — no obligation, of course. 


Sales Strategy plus Visual Methods 


HILE-DAMROTH, INC. wo «27 
320 Broadway, New York 7, New York 


by far 

the most powerful 
selling force in 
the Negro market! 


ASK YOUR AGENCY 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd. 


SJ. E ig . 
The Conrier-Zonrnal 


THE LOUISVILLE TIMES 


Owners and operators of 
Station WHAS and Station WHAS TV 
372,946 DAILY © 301,686 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM CO 
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hinged on the mood of some young 
executive who might not know the 
What he was 


looking for, of course, was security. 


business thoroughly. 


This man’s age and background 
were against him. He had worked in 
a woman's dress shop, experience not 
generally wanted by an advertising 
specialties company. 

We hired him. Under a tightly- 
regulated system of handling a sales 
force, he would not have survived the 
first year. But he had sold himself to 
us, and he was selling himself to his 
customers, 

The district sales manager steered 
him along, instead of commanding 
him. 

Last year this man earned $20,000. 
He knows he established a business 
which he can maintain and expand as 
long as he continues to work. And 
he has found the four things he really 
was looking for: opportunity; se 
curity; recognition; a sense of dignity 
in his job. 

The Dow Co. has had innumerable 
cases of salesmen who indicated that 
they would like to work with us, but 
were hesitant because they had jobs 
with average, but reasonably assured, 
incomes; a switch to straight commis 
sion was a big risk. That's no hurdle 
for the type of salesman a company 
wants. Our most recent case of a 
salesman in that classification was 
earning $7,000. The first year, on 
straight commission, he earned $8,- 
500. The second year his earnings 
increased to $15,000, 


We believe that’s the best of all 
incentive systems—straight commis 
sion—operating in behalf of the sales 
man. 

We have had problems with young 
salesmen, who were going to set the 
world afire but then did not seem to 
get the flame going. A young man in 
our purchasing department, for ex- 
ample, seemed to have the prerequi- 
sites: 

The first year, he earned $3,000 
$4,000. We looked for the trouble. 
He seemed to be following general 
instructions and his procedure was 
sound. We finally concluded that he 
was a slow starter and that he was 
going to be all right, if we didn’t 
bear down. 

His earnings are up to $8,000, and 
he is building soundly for the future. 

It is conceivable that this young 
man may become one of Dow’s sales 
executives, despite his slow start. The 
company has about 30 sales executives, 
and each was formerly a salesman. 


We are convinced that this oppor- 
tunity for the salesman to establish a 
business for himself, and to grow with 
the company to an executive position, 
is what the good salesman wants: 
that the incentive of commission is 
better, for example, than the incentive 
of a pension plan, 

We also believe that making a 
partner of a salesman—the use ot 
“we instead of “I’’—is what stirs 
that latent sales ability into pro- 
ductive action. 
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MR. KARL WARD 


President 


NATIONAL IMPRINTS, INC. 


JUNE 


SAYS: 


Wy 


“Only Railway Express 
gives us the consistent speed we need:’ 


“In our business, every job is ‘RUSH’ by the time we get it. Lost time must be made up 
by our men at the presses... then it’s up to a transportation service to meet our delivery 
deadlines. We have found that only Railway Express gives us the prompt pickup and 
fast delivery we need. 

“Although speed is most important to us, it is only one of the reasons we prefer Railway 
Express. We never worry about paying separate costs for pickup, insurance, and receipts. 
We save the expense involved in re-packaging shipments into smaller 

units. In other words, we find it’s the easiest way to ship, because 

one charge covers all.” 


The next time you need fast pickup and delivery, call Railway Express. You'll 
get the speed you need, plus all the other advantages nationwide Railway 


Express service provides. It will pay you to... 
ANN 


use the complete shipping service... EXPRESS 


No size or weight limit @ Pickup and delivery, within prescribed vehicle limits, 
ia all cities and principal towns @ Liberal valuation allowance © Receipt at both 
ends @ Ship collect, prepaid, paid-in-part © Ship by Air Express for extra speed. 
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FOR RUGGED SERVICE... 
All motors are 


NOT alike {” 


x+ Heavy shafts, bearing to bearing 


x> Indestructible pressure-cast rotors 


x} Shock-resistant frame and 
bearing-bracket construction 


AND THE BEST PRE-LUBRICATED BEARING DESIGN 


RELIANC 


| 1076 trenkee Reed, 


ELECTRIC AND, 
ENGINEERING CO. 


OVER AND OVER AGAIN in all forms of promotion, Reliance declares the differ- 


ences between its A-c. motors and competitive makes, Here is . . . 


How Reliance Overcame 
“All Motors Are Alike” 


Even competitive electric motors look like twins. Yet, 


through a sales campaign of reasons-to-buy, Reliance 
Electric challenged the industry adage, "All motors are 
alike,"' and proved it was in the A-c. market for keeps. 


BY E. E. HELM ©* Sales Vice-President 
The Reliance Electric & Engineering Co. 


Product: 


motors, 


“Precision 


Problem: For a_ half-century we 


were considered a [D-c. 
ducer only, but in 1945 we intro 
duced a new line of dA-c. 
After the war, too many buyers ovet 
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Built” A-c. 


motor pro- 


motors. 


looked us because they weren't con- 
vinced we were in the A-c. business 
for keeps, and they thought all motors 
were pretty much alike. 


Objectives: (i) Let buyers know 
we are an A-c. producer, and that we 
intend to stay in the A-c. field; (2) 


convince industry men that all motors 
are not alike. 


Solution: Our sales engineers were 
certain that our A-c. motors were not 
just so many peas in a pod; that they 
had many exclusive features beyond 
mere price specification. We picked 
the superior product sales points, built 
an advertising campaign around them, 
and startled the trade with the theme: 
‘“‘Emphatically—all motors are not 


alike!” 


Result: In the first 18 months of 
the campaign, A-c. sales jumped 
192%. Moreover, inquiries, external 
surveys and management surveys in- 
dicate that the campaign is continuing 
to build results. 


Background: When industry shifted 
from war to peacetime production in 
1945, the need for A-c. motors of all 
sizes was great. Naturally, wartime 
expansion of plant facilities made it 
possible for us to enter the new A-c. 
motor market with a minimum of 
effort. Since we were an established 
maker of D-c. 
ceptance of our new line was rapid; 
n a sellers’ market we soon built up 
a_ several-million-dollar backlog of 
orders. 

By 1951 competition had again be- 
come sharp. Although our D-c. sales 
were on the upswing, we knew many 
A Cc. sales were lost because buvers, 
who regarded Reliance as a wartime 
manufacturer of A-c. motors only, 
were returning to their prewar 
sources of supply. 

After we decided to make the 
claim, ‘All motors are not alike,” we 
had to prove it in order to change 
the long-established buying habits of 
industrial A-c. buyers. We are doing 
it, we believe, through the use of 
tailor-made, technical literature; di- 
rect mail; business publication adver- 
tising which reaches 2 million readers ; 
annual report advertising; imprinted 
distributor helps and point-of-pur- 
chase materials. 


motors, wartime ac- 


Literature, supplied in quantity to 
sales offices and distributors, is used 
in five ways: 

1. Direct mail to prospects who have 
indicated interest as a result of adver- 
tising inquiry or through a sales call. 

2. Left with prospects after sales 
call as reminder of points covered. 

3. As supporting material in sales 
presentations. 

4. As enclosures with letters. 

5. For binding in with written sales 
proposals. 

Our literature (1) details product 
features, provides illustrated informa- 
tion on construction, selection data, 
prices, simplified ordering procedures, 
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On the Pacific Coast... 


KVENING IS EVEN BETTER 


particularly on Don Lee, the Nation’s Greatest Regional Network 


Better? Why, evening radio time is even better than early morning, a period 
which has always been recognized as an outstanding value because of number 
of listeners per set, audience turnover and family-type audience involved. 
An analysis* of the three-hour periods 6:00-9:00 P.M. versus 6:00-9:00 
A.M. Monday through Friday yields the following amazing comparison: 


155% more listening homes on Don Lee alone during the evening. 
125% more sets in use during the evening. 


Evening radio time is equally attractive in many other radio markets across 
the nation... including mature television markets ... where it offers a much 
bigger audience than early morning AT THE SAME PRICE! 

That’s why we urge advertisers and agencies to re-examine nighttime 
radio. It is obviously a great advertising value right now. We are prepared 
to prove this statement in markets throughout the country. 

For the full story coast to coast, call your John Blair man today. 


On the Pacific Coast, Evening is Even Better 


Comparison Don Lee Average Ratings and Sets in Use 
6-9 A.M. vs. 6-9 P.M. Mon.-Fri. 6-9 A.M. equals 100°, 
*Source: Nielsen Radio Index, Pacific Coast, March 1953 
The Don Lee Broadcasting System's 
255% forty-five stations blanket California, 
Washington and Oregon, providing domi- 
nant penetration of all the West Coast by 

coverage from within. 


c 


155% MORE < 


125% MORE . 


Don Lee Average Ratings Sets in Use Ri Al fe 


This is the first ad in a continuing John Blair & Company series & COMI ANY 


based on regular syndicated audience measurement reports. To 


6-9 A.M. 6-9 P.M. 6-9 A.M. 6-9 P.M 


achieve a uniform basis of measurement, the stations chosen for 
this series are all John Blair-represented outlets... all one-rate 
stations...all in the top 50 markets. 
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JOHN ROBERT 
POWERS COSMETICS’ 
——— 


Journal are 
reaching 


995% 


OF THE HOMES 


There’s no other 
medium or combi- 
nation of media 
that offers so much 
for so little. 


AM hencon 


JOURNAL 


PIONEER 
Balloons 
SELL 


Appliances 


Smart Sellers use a an, 4 
Balloon Gimmicks to...» 


@swell sales in sagging 
areas 

e give drooping 
products a lift 

@ boost dealer and dis- 
tributor enthusiasm 
everywhere 


Because Balloons... 
@ are inexpensive, easy to use 
@ have real toy value as premiums 


@ carrying printed advertis- 
ing far and wide 


For samples, ideas, imprint and 
low cost information write 

NOW to Ad Service Depart- * 
ment The PIONEER Ruab- 
ber Company, 409 Tiffin 
Road, Willard, Obto 


* Guaranteed by * 
Good Housekeeping 


satoon YOUR SALES 


WITH PIONEER a a 


comparative claims charts; (2) de- 
scribes in words and pictures the 
craftsmanship and precision methods 
used in production and testing essen- 
tial motor components; (3) empha- 
sizes service facilities available to 
users across the nation. Here, factory 
authorized service shops are tabulated 
by state, city, address, telephone num- 
ber and name of contact. 

Supporting literature covers specific 
A-c. motor design or application fea- 
tures. Example: We stress the fact 
that Reliance motors “can’t be greased 

A 
wrong. 


Media list was reviewed and evalu- 
ated, with attention focused on the 
two major divisions of the industrial 
A-c. motor market: direct buyers 
[users] and the original equipment 
manufacturers, 

Newly developed, 
copy tells the story. 

Innovations in our national busi- 
ness publication coverage include: 

Spreads. 


product-selling 


Four-color, two-page inserts in key 

publications. 
Fractional page, black-and-white 
insertions which are used to supple- 
ment full-page and larger advertise- 
ments, and to maintain greater con- 
tinuity in special publications. 

Special advertisements which fea- 
ture pictures of interesting and un- 
usual motor applications in specific 
industries. 


Direct mail ties in closely with 
magazine advertising, for double-page 
magazine advertisements are ampli 
fied into self-contained direct mail 
folders which are sent to a selected 
list of 22,000 customers and prospects. 
Introductory messages are carried on 
the first fold. Enclosed envelope, four- 
color inserts, with short, clipped-on 
explanatory notes, also are mailed at 
regular intervals. 

Reliance sales offices are alerted in 
advance of every direct mailing. An 
extra supply of every direct mail piece 
is sent to each office for personal use, 
and for followup by. sales engineers. 


Annual report 


advertising, we be 
lieve is a 


‘prestige’ sales tool. It is 
doing a job for us in selling reliability 
and acceptance to prospects and cus 
tomers. It helps create wider recog- 
nition of Reliance’s position in in- 
dustrv. 

Charts show comparisons of sales, 
shipments and assets for each year 
over a 10-year period, indicating con- 
tinued growth of the organization. 
The 1952 report, for example, shows 
net sales of more than $38 million— 
up $28 million from the $10 million 
in net sales reached in 1942, 


Distributor helps include all cam- 
paign material, but a series of im- 
printed A-c. motor helps is sent to 
each distributor for his own mailing 
list. 

We sell through selected distribu- 
tors throughout the country. Most of 
them are equipment jobbers who have 
one or more salesmen qualified to sell 
our products. 


Displays and exhibits get most em- 
phasis in major industrial trade shows. 
Letters of invitation, with admission 
tickets enclosed, are used to promote 
attendance among the company’s cus- 
tomers and prospects. Also, Reliance 
exhibits are set up in each of the 
company’s plants for the education of 
our factory and office employes. 

From the beginning, we were 
aware that sales promotional material 
merely precedes and supplements the 
actual sales presentation. 


How Plan Worked 


Objectives were outlined and each 
salesman was shown his part in the 
over-all sales scheme. Other meetings 
created more enthusiasm and devel- 
oped active participation on the part 
of all sales personnel. 

The managerial staff was increased, 
too, to lend additional support and 
supervision to the campaign. A sales- 
man from each district was selected 
to fill new posts as district sales super- 
visors. Meetings were held in each 
district where the new supervisors 
discussed sales tools available to the 
salesmen, and how the tools can be 
used most effectively. 

Supervisors spend considerable time 
in the field with salesmen, working 
with them, making calls with them, 
discussing new developments and ap- 
proaches to sales problems. As new 
methods and techniques are developed 
they are immediately put into effect 
in all other districts. “This makes pos 
sible thorough interchange of ideas 
and close liaison between all district 
managers. 

That our sales engineers are tech 
nically trained is an important factor 
to consider in evaluating final success 
of the program. Motor design and 
application is their business, and they 
are able to carry the story and in 
terpret the facts about these engineer- 
ing features to their 
prospects, 

The fact that A-c. motors are being 
sold is evidenced by the substantial 
increase of A-c. sales to companies 
that, in previous years, had purchased 
only engineered electric drives for 
special applications. 


customers and 
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“Our sound movie is full of ‘eorn’... 


but it really sel 


With Sound Movies 


viel - 
your message really sinks in! 


Funk salesmen find it’s easy to sell their 
superior hybrids when prospective buyers 
see the remarkable sound movie, “Research 
Acres.” This movie, the third of a series pro 


duced by Funk “G” Hybrid Producers, shows 


micro-photo shots of pollen grains fertilizing 
corn silks, tassel development, and other 
amazing glimpses into the growth of corn 

Only 
matic story . 


this dra- 
and do it at such a low, low 


sound movies could tell 


cost. It’s a powerful tool for their salesmen, 
especially helpful to growers, 4-H 
Granges, and other farm groups to 


and it’s 
Clubs 
whom it’s available on request. 
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more and more sound movies are 
industry, church, school 
and farm groups to solve heretofore difficult 


Today 
used by business, 


and costly educational and sales problems 

Bell & Howell offers the finest motion pic 
ture equipment to help you do the best job 
at lowest cost 


Bell ¢ Howell 


makers of the world’s finest 
motion picture equipment 
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Is seeds!” 


FUNK’S "G" HYBRID PRODUCERS 


“Research Acres shows how 
we've developed our hybrids. 
Bell & Howell equipment 
helps us in showing ou 
movie all over the country.” 

R. J. LAIBLE 


Agricultural Adviser 
FUNK BROTHERS SEED CO. 
Bloomington, HI. 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add that professional 
touch to your movies easily, in- 
expensively add sound to old 
silent films, change sound to fit 
specific needs...show any 16mm 
movie. From $699 


Filmosound 285 shows optical 
sound or silent films. Brilliant 
pictures, full, natural sound at 
all volume levels. From $449.95 


Find Out Today How 
Bell & Howell Can Help You! 


Bell & Howell Company 
7190 MeCormick Road 
Chicago 45, Il. 


Please send me, without cost 

or obligation, complete informa 

tion on sound movie equip 

ment for use in Industry 
Home Church School 

NAME 

ORGANIZATION 

ADDRESS 


cITy 


COUNTY 


How to Put Warmth and Friendliness 
Into Your Letters 


No. 5: The Sales Promotion Letter 


BY ROBERT E. SMALLWOOD 


You have a right to expect your 
sales representatives to be alert, per- 
sistent and intelligent. And when 
one of your men fails to put forth 
his best efforts or does not take full 
advantage of all positive sales fac- 
tors, he sells both himself and_ his 
company short. 

This salesman, however, has rights 
of his own. ‘The most important, 
perhaps, is to know that his product 
is well and favorably known. He 
needs and deserves the assurance that 
every prospect he meets has to some 
extent been presold. He is there 
primarily to talk benefits, answer ob 
jections and close sales. He cannot 
be expected to do the educational 
or public relations job. Those are 
management responsibilities. 

Most companies give this necessary 
and basic support to salesmen through 
advertising. And many find that it 
pays to supplement advertising with 
a program of timely, well-written let 
ters, These letters must be inter- 
esting. ‘They should also be informa- 
tive and friendly. The objective is to 
develop a favorable atmosphere fora 
sales call. They keep prospect and 
informed between a sales- 
man’s visits. “They make certain that 
all the product's advantages are clear- 
ly stated. 


customer 


‘They are minor salesmen 
that do a mayor job, 

Just recently, tor example, The 
New Yorker put a “between-calls” 
message on the desks of customers and 
prospects. If you were a salesman, 
how would you feel about following 
this letter? It helps, doesn’t it, to 
have a solid sales point delivered with 
finesse and complete good humor? 
Here it is: 


Dear Mr. Anderson 


When Abbott and Costello get 
through their wonderful routine, 
“Who's on third?” they leave us with 
some slight doubt. Who, for Pete's 
sake, actually is on third? Or first? 
Or second ? 


Likewise, each year, some of our 
contemporaries leave us in a state of 
pleasant confusion. In January, as we 
read the big newspaper advertise- 
ments, we think of the amiable Messrs. 
Abbott and Costello. 


Every magazine seems to be in first 


place. No one is second. No one is 
third. 


Well, we can tell you who was on 
first because it’s all in Printers’ Ink. 
Business Week was first with. 5,498 
pages 

We know who was on second. The 
Saturday Evening Post was, with 
4,193 pages 


And we know who was on third. 
We were. The New Yorker. With 
3,917 pages. In 1952, that is. Among 
all magazines listed in Printers’ Ink. 


Want more? Well, Life was fourth 
with 3,812 pages, and Time fifth 
with 3,561 pages. But why go on? 


We love our contemporaries, espe- 
cially if they are magazines. Like 
Abbott and Costello, we don’t really 
think it matters much who is on third 
and, like Alice’s Dodo, we say, 
“Everybody has won, and all must 
have prizes.”” Sorry we have no com- 
fits to hand out. 

Sincerely, 
THe New YORKER 


P.S. Even our postal zone number 
increased in 1952. Went up from 18 


s 


to 36, or 100%. 


The sales promotion letter is the 
sales manager's best friend. It gives 
him a voice in the sale. It enables 
him unobtrusively to restate salient 
It is his opportunity to 
get out on the firing line . . . through 
the written word. 

Here, for example, is a letter that 
was first used 10 years ago. Such 
a letter—like human nature—cannot 
be dated. It is one of a series from 
the sales department of 
Steel Sales Co., each of which was 


sales points. 


Levinson 


signed by an employe who had a hand 
in serving the customer. 


Dear Mr. McDonald 


Right now I am sitting on the bot- 
tom of a 46-foot gondola—thinking 
about you!! No, that’s not the name 
of a song. I do this often. Usually, I 
decide how to load your 30” Beams, or 
on which truck to ship your 2”x2” 
Angles. Sometimes I just sort’a dream 
myself into your job, as I am doing 
now, and figure how I'd buy steel if 
I were a buyer. 


If I were a steel buyer: My source 
would almost always be able to fur- 
nish what I needed; they would have 
complete, modern cutting facilities; 
they would have the “know-all” about 


loading to prevent damage in transit; 
they’d have plenty of railroad sidings 
and loading docks to eliminate delays. 
I guess the most important thing about 
any concern that I’d buy steel from 
would be its ability to reduce days to 
hours, or even to minutes, to meet an 
emergency; it would never let me 
down in a “jam”; it would be com- 
pletely dependable and have a darn 
good reputation. 

Sure, I realize this is a big order. 
Even though I’m dreaming, I'd hardly 
imagine that the same outfit would also 
be able to do all of my fabricating 
such as punching, welding, riveting, 
etc. 


But there is such a company—a con- 
cern that gives you complete on-the- 
spot service. They’re a swell bunch to 
work for, and I’m partly responsible 
for their special services. 

Well, I guess I'll have to climb out 
of the car now—you see I’ve got a lot 
of work lined up for the next shift. 

Cordially, 
LEVINSON STEEL SALES Co. 


Note: After reading Randy’s letter 
to our customers last month, Morry, 
our shipper, wanted to write one too. 
So we said, “Go to it!” Guess you 
now know how he feels about Levin- 
son service, 

The big thing about these letters 
is that they enable the sales boss to 
inject a little “hindsight” into the 
sales picture. He knows how often 
a salesman recognizes an opportunity 
after the big moment has departed. 
Through a series of simple and cor- 
dial letters, his sales department can 
push home the basic sales points and 
thus provide cover for the salesman 
who, under pressure, cannot be ex- 
pected always to come up with the 
right answer. 

A consistent program of supporting 
letters will do wofiders for a sales 
force. The knowl¢dge that prospects 
are being softened by thoughtfully 
written, well-received letters will give 
the men assurance and determination. 
It undoubtedly will lead to increased 
sales. 

Let’s see what Dickie-Raymond is 
doing for AIR EXPRESS with a series 
of specialized appeals. “These letters 
don’t ask for a thing. ‘They are con- 
tent with setting forth the many ad- 
vantages of AIR EXPRESS service. The 
one below is signed “Margie” and 
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Dear Mr. White: 


This Letter Succeeded .. . 


Like the Boy Who Slept when It Stormed 


There's an old story that | remember from childhood. It 


goes something like this . . . 


There once was a lad who slept soundly every night for he 
toiled long hours on his father's farm. During the rainy 
season the wind blew hard—the lightning brightened the 
sky—and the unfastened aates banged all night. But all 
during the worst storms, this lad slept soundly and snored 
loudly. He could, for he had closed all the barn doors 
securely—the harvesting eauipment was all inside—the live- 
stock were all well fed and settled in their proper stalls. No 
matter how hard it stormed no damage could come to the 
barn. His responsibility had been the barn—so he could 


sleep soundly. 


We feel that here at Industrial Tape Corp. we afford 
you the tools that you can use on your production lines— 
for hour after hour, month after month of trouble-free pro- 
duction-line efficiency—so you can have worriless hours— 


knowing that Permacel and Texcel products have done their 


jobs completely and efficiently. 


Cordially, 


INDUSTRIAL TAPE CORP. 


. . . because 


— it was interesting. 


—it had a definite pur- 
pose: to develop further 
confidence in the prod- 
uct. 


—the lead story was not 
old hat; it was rare 
enough not to have been 
heard or read by the av- 
erage prospect. 


—the tie-in was natural. 
There was no break in 
thought. It put the sales 
idea over in simple fash- 
ion, and was content 
not to belabor the point. 


JUNE 


supposedly is written by a junior 
clerk in a department store. 


Hi there— 


You know Miss oTis? She’s the buyer 
in JUNIOR DRESSES, where I ToL. Smart! 
She knows every SOURCE in the market 

. and HONESTLY, the way she keeps 
merchandise moving, you’d think she 
was a TRAFFIC COP or something. But 
she used to have a DICKENS of a time 
with sTOCK CONTROL—actually ! 


One season she’d order Low é 
and the young-in-size would stampede 
the place. Next time, she’d throw most 
of her OPEN-TO-BUY into some really 
JAUNTY numbers. And they’d HANG 
there . . . and HANG THERE! And the 
MERCHANDISE MANAGER didn’t like it a 
bit—I mean you could TELL! 


And that’s how it went till one 
BRIGHT day a WISE OLD BUYER told her 
all about this AiR express. How it 
keeps inventories powr .. . sales UP 

. customers EVER 80 happy. WELL, 
what a difference THAT made! If you 
want to know why—just take a peek 
at this little folder on the right. You'll 
SEE. 


Seems more and more buyers ARE 
seeing the HUGE advantages of AIR 
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EXPRESS these days. I know it’s done 
WONDERS for JUNIOR DRESSES. Now, 
when our racks get the DEPOPULATED 
look, MISS OTIS just puts a call through 
to the market . . . spec-i-fies AIR EX- 
PRESS ... and we're in business again. 
She Loves that perfectly CO-ORDINATED 
air-ground service to just about every 
where. And, believe me, SHIPPING cer- 
tainly appreciates those AIR EXPRESS 
extras, like door-to-door DELIVERY .. . 
generous VALUATION coverage... and 
RECEIPTS at each end of the trip. And 
all at absolutely NO extra charge. 


And, say—there’s nothing, but NOTH- 
ING, like AIR EXPRESS for slimming 
down your LOST-SALES record. Just ask 
MISS OTIS. 


Love (that AIR EXPRESS) 
Margie 
In some instances salesmen’s calls 
are followed by a series of short let- 
ters. ‘These letters restate—point by 
point—the basic sales story. They 
are particularly helpful to the sales 
man who cannot keep close contact 
with prospects. Here, for example, 
is how American Automatic Type 
writer Co. supplements its salesmen’s 
efforts: 


Don’t forget, Mr. Wilson... 


One Auto-typist operated by one girl 
will produce two-and-a-half to three 
times the number of typewritten let- 
ters daily that she could do manually. 
Or, enable her to complete her work 
that much quicker—relieving her for 
other duties. 


Each letter will be individually 
typewritten from top to bottom, per- 
sonal, sincere and attention-getting. A 
lower salaried typist can be assigned 
to Auto-typist operation than you 
would normally allocate to that kind of 
typing. Elimination of errors will re- 
duce your proof-checking time to a 
minimum. 


Cordially, 
AMERICAN AUTOMATIC 
TYPEWRITER Co. 


Or you may, like The New York 
Times, put a whole series to work in 
order to get the widest possible read- 
ership for this one simple, but impor- 
tant sentence, ‘More advertising 
executives, both at agencies and ac- 
counts, see and remember media ad- 
vertising in The New York Times 

more than in any other newspaper.” 
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Three Publishers 
turned down this 


Advertising Classic 


because its small size seemed to prom- 
ise no profit! But Claude Hopkins, 
who wrote it, is still one of Advertis- 
ing’s legendary success stories. In it, 
he offers so many sound and valuable 
profit-making discoveries that famed 
researcher Alfred Politz believed it 
should be re-published anyway, and 
guaranteed the costs of its re-issue 

In “SCIENTIFIC ADVERTISING,’ 
Hopkins summarized basic principles 
of advertising derived from his own 
enormous copy-testing experience. Its 
21 chapters are filled with ideas and 
axioms that anyone who plans, writes 
or pays for advertising will be sure to 
find interesting and may well find 


profitable 


Discount prices on orders: 5 to 9 
copies, 10% off .. 10 to 24 copies, 
15% off . . . 24 to 49 copies, 20% off 


. 50 or more copies, 25% off. 


GO AHEAD—CLIP IT AND MAIL IT! 


Moore Publishing Co 
Rook Division 53 


48 West 38 St., New York 15, 
SEND COPIES 
‘SCIENTIFIC ADVERTISING” 

@ $2.00 {] Check Money Order 


ADDRESS TO 


Coming .. . 


11 Questions People Ask 
About Couponing 


lf you have had no experience 
with couponing as a sales pro- 
motional device, this primer, 
prepared by a specialist, will 
help you judge whether you 
can use it with profit. 


in Sales Management 


Dear Mr. Brown: 


Some men read the Daily Racing 
Form. 


Some are hot for the Hollywood 
Reporter. 


Some couldn’t do a stitch of work 
without Women’s Wear 


But when it comes to advertising 
and agency men, survey after survey 
proves the one big fact you'll find on 
the next two pages 


Cordially yours, 
THe New York Times 


The sales promotion letter can help 
you get more value from your adver 
tising. Indeed, it affords the perfect 
opportunity to merchandise advertis- 
ing. The Fusite Corp. understands 
this. Through a series of short, inter- 
esting and thoroughly human letters, 
Fusite makes every advertisement 
make two calls. This is how they do 
it: 


It wouldn't surprise us, Mr. Bell... 


to someday discover that one of our 
customers has eliminated welding en- 
tirely and is sticking our Fusite re- 
frigeration terminal on with chewing 
gum. Each customer has his own idea 


of the best technique for welding and 
we're not about to tell any customer 
he is wrong. 


But as we get around and see a new 
method being used, we like to pass it 
along for your interest —that’s pro- 
vided the customer doesn’t have it 
classified “top secret.” 


That's why we're sending the at 
tached ad reprint 
Cordially, 
Tue Fusire Corp. 


‘These are just a few examples of 
how alert organizations make the sales 
promotion letter an important mem- 
ber of the sales team. The surprising 
thing is that more companies do not 
use this simple way to develop good 
will and to build for future sales. 
True, you can’t see immediate results. 
It may take a few months to show you 
whether or not you are on the right 
track. But the opportunity is there. 
You probably need more you-to-pros- 
pect and you-to-customer contacts. 
Your salesmen need the help of 
thoughtful, friendly letters from the 
home office. And prospects and cus- 
tomers will be quick to respond to a 
series of interesting and informative 
letters. Why not give it a try? 


To Sell It, Beat It Up: Mido Watch Co: of America, Inc., New 
York City, believes not only in showing what its product will do, but what 
it can take. The company supplies its dealers with this ‘Torture Test" 
promotional display which keeps the watch soaked in water, subjects it 
to shock and magnetism. Shoppers can see the face, notice how the 
watch keeps good time, winds itself automatitally despite all the abuse. 
Unsolicited testimonials reported by Mido owners inspired the gruelling 
display. Dealers receive counter cards, streamers, a mat service and 


other direct mail pieces to help sales. 


SALES MANAGEMENT 


Idea suggested by GENE VINIK 
Campbell-Ewald Advertising, Chicago 


In Chicago, it takes 2— 
to make a clean sweep 


BECAUSE .. . Chicago has outgrown the power of any 
single daily newspaper to reach even half of your city 
and suburban prospects. 

Today it takes two daily newspapers to reach a majority 
of the market — and for Most net unduplicated coverage, 
one of your two MUST be The Chicago SUN-TIMEs! 


CHICAGO 


/ SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA » 
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A Simple Kit Helps 
Nail Down a Market 


A substantial remodeling and modernization market exists, 


but manufacturers’ marketing aids often misfire for dealers. 


Domestic Engineering's bright sales kit helps dealer-con- 


tractors create new business for everybody in the industry. 


Gene Engel, Peerless Plumbers 
Supply Co., Springfield, IIL, pretty 
well summed it up for plumbing and 
heating contractor dealers. ‘The only 
way we can create new business,” he 
said, “is in the field of remodeling. 
Profit margins on new construction 
are slim, and we are entirely depend- 
ent upon what someone else builds.” 

To help Engel and others of his 
industry firm up, Domestic Engineer 
ing has come out with a whopping 
“Modernization Sales Kit’’ to supple- 
ment ideas and materials now avail- 
able to dealers from the manufacturer. 
Containing 64 pieces of retail promo 
tional material designed to personal 
ize the contractor-dealers’ local selling 
efforts, the kit is intended for three 
months’ use and is the first of four 
packages to be issued quarterly. Pur 
(four kits, $15) can start 
the program at any quarter. 


chaser Ss 


Issuance of the kit comes as a fol 
low-up to a saturation research pro 
ject the magazine sponsored last year 
in Bay City, Mich. Results indicate 
sales potential in plumbing, heating 
and appliances has scarcely been 
tapped, and that biggest future mar- 
ket for this equipment is in the re- 
modeling of the country’s aging bath 
rooms, kitchens, laundries and heating 
plants (SALES MANAGEMENT, Feb. 
. “as te FO) 

Charles L. Staples, editorial direc 
tor of the magazine, says the kit will 
in no way replace mat services of 
manufacturers, thinks manufacturers 
are “doing an excellent job with co- 
operative product advertising in our 
industry—and we do believe in prod- 
uct advertising. But our readers 
(plumbing, heating industry) are 
constantly asking us for advertising 
ideas which will publicize the dis- 
tinctive services which they offer the 
community.” Consequently, he re 
ports, “leading manufacturers are 
backing up, with their own co-op 
funds, the advertisements which we 
have created to penetrate the market 
at retail.” 
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Staples thinks the kit will stimulate 
the flow of merchandise through all 
channels of distribution leading to the 
dealer. ““Even though the kit has been 
designed for retail use, we know that 
manufacturers and wholesalers will 
find it of immense profit in their own 
promotional work.’ He says one 


large manufacturer ordered 5,000 


copies of a book which was included — 


in the first edition. 

Editors of Domestic Engineering 
insist that cooperative advertisements 
and marketing aids offered by most 
manufacturers to retailers fall short 
of their goal. The editors believe 
that their kit will benefit the industry 
because, they say, “‘a publication deals 
with people, a manufacturer with a 
product, and if one can supplement 


the other, each link in the advertising 
chain is made stronger.” 

For an idea of the links’ strength, 
here is a spot check of the first kit’s 
contents: 


1. Newspaper advertisements: All 
17 are based on the theme, “It pays 
five ways to modernize—in health, 
economy, efficiency, comfort and prop- 
erty value.” All are personalized to 
the extent that the dealer is credited 
with the quotations, often with use 
of his picture. Artwork is furnished, 
but contractors are urged to use 
photographs of their own lines. 


2. Radio commercials: ‘These are 
13 one-minute spots, composed so that 
the local dealer can use facts and 
prices pertaining to his own opera- 
tion. They are directed to home- 
owners, professional men and_busi- 
nessmen. 


3. Local publicity releases: Object, 
in 13 releases, is to keep prospects 
informed on remodeling information, 
establish dealer as an authority on 
home modernization. 


4. Six sales letters: Illustrated in 
cartoon style, they deal with home 
efficiency, comfort, modernized kitch- 
ens, appliance service, and “‘bargain 
deals.”’ 


5. Three postal cards: They em- 
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“And this is what we call our Executive Training” 


SALES MANAGEMENT 


Do You Make... or Sell... THIS Item ? 


There's a big market for it coming up..... 


Before long thousands of sales executives will start 
wondering what they'll choose this year as their 
company’s Christmas gift to customers and 


prospects. 


It’s a nagging problem. Every attempt to conjure 
up something that’s different ends, usually, in 


disappointment. 


Thes« exccutives need S24 hope lor . specifi 
suggestions that will help them decide early 
before the problem builds up to a desperate last- 


minute chore. 


Perhaps you make or sell the item they’ll 


go for—a new product...or maybe an 


“oldie” that’s always clicked. 


The sales executive is a big Christmas market for 
such a product. More than 70% of American 
corporations use Christmas gifts ... and he’s the 
man who makes the selection and decides how 
much to spend. He buys, on the average, 600 gifts 

. spends $10 apiece. That, we repeat, is average. 
Some companies use as many as 23,000 of an item; 


10.000 or 5,000 are not rare orders. The items 


write or phone “Christmas Gifts” 


JUNE 15 1953 


range from lighters and desk pieces to tood and 


beverage assortments and household appliances. 


Ihe sales executive is a hard man to reach 
outside the pages of his own magazine, SALES 
MANAGEMENT. But a big sale when you reach him 


with the right item. We know 


[Last year we pioneered a new approach to the 
corporation Christmas gift problem . . . based on 
a survey of gift policies and practices in leading 
companies. It was an immediate hit. What's more, 
editorial mentions in other publications drew more 
than 6,000 requests for reprints of the feature. 
Advertisers reported on results in’ superlatives. 
Phis year... before selling of space in the Christ- 
mas Gift Section could get under way... 22% of 
last year’s advertisers had renewed. Said one: 
“We insist on being in the 1953 Christmas Gift 


Section.” 


_a MUST. Why not make it 


In other words . 
a must to inquire about the possibilities of your 
product in this year’s feature “When A Cor- 


poration Says ‘Merry Christmas’ to Its Friends” 


. September 1 issue. 


aks Monagemenl 


386 Fouith Avenue, New York 16, N. Y. — LExington 2-1760 
333 N. Michigan Avenue, Chicago 1, I/l, — State 2-1266 

15 East de la Guerra, P.O. Box 419, Santa Barbara, Calif. 
Santa Barbara 23612 


youre 
talking 
lO 


“I'm the Purchasing Agent 
for a growing family. 


“We're just average folks... 
but average folks do fine 
these days! Steady wages, 

a car,ahome of our own... 
we live like most people 
in Roanoke.” 


That's why the 16-county 
Roanoke trading area is an ideal 
test market for food advertisers. 
Peopled almost entirely with 
good average families like this, 

it gives you test results 

that just can’t help being accurate 
and significant. 


New Booklet: ‘Portrait of a Newspaper Market" 
Gives you a ‘‘close-up"’ 
of this industrially diver- 
sified, mountain-isolated 
market. Tells you just 
what the ROANOKE news- 
papers do to get your food 
advertising maximum tie- 
in support. Get your copy 
FREE. Write, Sawyer, 
Ferguson, Walker Co., 
60 East 42nd St., N.Y. 17 
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ROANOKE 


TIMES AND WORLD-NEWS N t 
ROANOKE + VIRGINIA ROA OK 


AWARD City / 


ss 


Sawyer . Ferguson + Walker Co. 
National Representatives 


phasize what dealer can offer com- 
munity, rather than to attempt a 
heavy “sell” on specific items. 


6. Three wall posters: In color, 
they tie in with specific remodeling 
campaigns. 


7. Appliance merchandising book- 
lets: ‘Three books contain case studies 
of successful contractor-dealer appli- 
ance retailers, cover whole field of 
appliance merchandising, citing ex- 
amples of profitable programs and 
promotions. 


8. Modernization timetable: It pro- 
vides a weekly schedule for dealers 
to follow in using kit materials. It 
suggests other activities which he can 
integrate into remodeling campaign. 
Sample categc ries: product emphasis, 
newspaper advertisements, radio, dir- 
ect mail, display, public relations, 
others. 


9. Home efficiency questionnaire: 
So that prospects can evaluate their 
homes in terms of remodeling needs 
and thus furnish specific sales infor- 
mation to the dealer, the four-page 
questionnaire will provide a_ sales 
tool. It covers heating, basement 
drainage, water heating, the laundry, 
kitchen, bathroom and cooling. 


10. Financing plans book: Booklet 
explains four foremost plans, and 
illustrates how merchandiser can use 
them to furnish better customer serv- 
ice and to increase his volume. 


11. Remodeling planning book: 
‘The book shows how individual kitch- 
ens, bathrooms, etc., can and should 
be planned for greatest customer sales 
appeal. Rather than depend on mass 
product advertising for increased 
business, the text points out that such 
job should be planned to accommo- 
date the customer’s individual work 
habits and needs. It shows also that 
by providing plans for the completely 
remodeled room it is easier to “sell 
up” from the single item that was 
wanted in the first place. 


12. Procedure manual: Sample 
chapter headlines: “How to set up 
modernization promotion,” ‘What's 
it going to cost,” “Telephone tech- 
niques.” It also demonstrates how 
a community ‘Modernization Week” 
can be conducted by merchants as a 
local promotion. 


13. Idea book: Most massive of 
the items in the kit is Domestic En- 
gineering’s “2,000 and 1 Prize-Win- 
ning Ideas,” a book of 196 pages. II- 


lustrated, it delineates merchandising 
marketing ideas and principles which 
have been successfully initiated by 
readers of the magazine. 

Second edition of the kit, about to 
be released, will be similar, but 
geared to fit the summer season 
(July, August, September). July’s 
theme is ‘How to keep cool,” and will 
stress sales of room air conditioners, 
attic fans, showers, water heaters, 
complete bathrooms and_ kitchens, 
farm water systems. August theme, 
“Winter comfort insurance,” is di- 
rected toward selling the homeowner 
a heating plant checkup, a complete 
kitchen and is “a last stab” at air 
conditioning sales for the season. 

September's motif is “Basement 
space for better living,” and puts the 
accent on new heating plant sales 
through remodeling. Complete bath- 
rooms and laundries, water heaters 
and water softners are publicized. 

The kit’s editors are proud of its 
modernization timetable, furnished 
with each edition. Divided into 
weeks, its suggested activities call for 
timely product emphasis and schedul- 
ing of newspaper space, radio com- 
mercials, direct mail display and press 
releases. Special display, public rela- 
tions and other activities are described 
at their proper places in the normal 
merchandising schedule. 


Has Sound Application 


Wholesalers buy the materials for 
two reasons, points out the magazine. 
Some of them use the kits to bolster 
their weak accounts. Some of them, 
operating on a “select selling’ basis, 
see that their best accounts get the 
kits to “even better their volume.” 
Wholesale salesmen use the kits for 
educational purposes and to furnish 
improved service to customers. 

Coupled with the original market 
survey in Bay City last year, and the 
subsequent introduction of the Mod- 
ernization Sales Kit, Domestic En- 
gineering announces still another tool 
—a 20-minute sound slidefilm called 
“The Bay City Story.” 

It answers four questions: 

1. How big is the remodeling po- 
tential for plumbing, heating, air con- 
ditioning and appliances ? 

2. What do prospects think about 
remodeling ? 

3. How can best prospects be lo- 
cated? 

4. How can they be sold? 

Statistics illustrated in the film are, 
of course, taken from the original 
Bay City study, conducted by Dr. 
Charles L. Allen, director of research, 
Medill School of Journalism, North- 


western University. 
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Can Inside Men Become 
Good Outside Salesmen ? 


“Whenever we interview an appli- 
cant for an inside job with our firm,” 
says Jack Elshout, vice-president and 
sales manager, Berkel Products Com- 
pany Limited, Toronto, Canada, “we 
look for evidence of sales aptitude.” 

The Toronto firm, which markets 
slicing machines, scales, meat chop 
pers, power meat saws and store re- 
frigeration equipment, has a unique 
program to encourage inside person- 
nel and service men to’ become sales- 
minded. It began in 1934 when this 
Canadian subsidiary of the U.S. Slic- 
ing Machine Co., Inc., La Porte, 
Ind., commenced to branch out and 
set up direct sales representatives in 
Western Canada. At that time sales- 
men were needed and hard to get, 
because the particular 
sales task involved 
qualities of much 
“order-taker.” 


promotional 
demanded the 
more than an 


Trial Paid Off 


To obtain the necessary personnel 
for this expansion program, it was 
decided to give promising inside men 
an opportunity to show what. they 
could do in the sales field. Results 
were so successful that the policy has 
been continued ever since. Jack FI- 
shout, former company accountant, 
who began his sales career as a result 
of the Berkel program, explains how 
it is conducted: 

“It begins with the men we hire, 
particularly personnel directly con- 
nected with the outside sales organiza 
tion such as sales correspondents, 
order department clerks and service 
men. In many cases, these employes, 
after working for a period on the in 
side jobs for which they were selected, 
become interested in the larger finan- 
cial rewards for successful efforts in 
the sales field. It’s then that they ask 
for and are given a chance to try out 
as Berkel salesmen.” 

Of course, it isn’t as easy as that. 
The office worker who seeks to make 
good as a salesman is required to 
have a car in which to carry demon- 
stration samples. Then it is necessary 
for him to make a thorough study of 
the various items of Berkel equip- 
ment, and to spend some time observ- 
ing actual sales completed by an “‘ex- 
perienced hand” in the company’s 
showroom. 

Finally, he is allowed to try his own 
sales spurs. He is invited to attend 
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all company sales meetings at which 
he has an opportunity to obtain addi- 
tional training and to benefit by per- 
sonal contact with the regular sales- 
men. Here, too, he is able to gain an 
insight into the problems of sales per- 
sonnel discussed at the meetings, and 
to listen to their experiences and sug- 
gestions. 

“The smart would-be salesman 
takes home one of our meat slicers or 
choppers and finds out for himself 
how it works, its sales features and 
demonstration points,” says Elshout. 
“Then he usually goes out with one 
of our regular salesmen for more 
practical training.” 

The next step is for this inside 
outside man to go out on a selling 
trip by himself either over a long 
weekend, or for an entire week if he 
wishes. He is paid a special rate of 
commission (less than regular) on his 
sales because he is still on the office 
payroll. He must pay his own travel- 
ing expenses. Open sales territories 
are reserved for testing purposes so 
that there is no danger of conflict 
with the territories already covered 
by regular salesmen. These territories 
are also “worked” occasionally by the 
latter to enable them to experience a 
change of scene. 

“These open territories are usually 
not productive all year round,” points 
out Elshout, “and include summer re 
sort towns which, though shut down 
during the winter months, often yield 
excellent sales results the rest of the 
year.” 


If the would-be salesman encount- 
ers a particular problem which taxes 
his ingenuity, he is at liberty to call 
on an experienced Berkel sales repre- 
sentative for assistance. 

‘There is one strict rule we adhere 
to, however,” emphasizes Elshout, 
“Tf a man fails as a salesman he can- 
not come back to his former inside 
job, and in most instances, he has no 
desire to do so as a matter of personal 
pride. But if he shows that he has the 
makings of a successful salesman, he is 
assigned a territory and becomes a 
permanent member of our sales staff.” 


Make Good Records 


Elshout additionally points out that 
frequently inside men have chalked 
up enviable sales records compared 
with those of their regular sales 
brethren. 

“This helps to keep the latter on 
their toes, too,” he declares. 

Berkel sales graduates have come 
not only from the ranks of order- 
takers and correspondence clerks, but 
also from service personnel. These 
men have a thorough knowledge of 
the company’s products, are experi 
enced at meeting the public, and fre- 
quently make fine salesmen. Indeed, 
10 of the current Berkel sales staff 
were at one time employed in the 
service department. Shop mechanics, 
too, have moved up through servicing 
into sales. Collection correspondents 
have successfully graduated to the 
sales field. 

The Berkel Co. makes it possible 
for any employe to take out a machine 
in his spare time and try his luck at 
selling. If he clicks, he is encouraged 
by a special commission as a reward. 


THIS RICH MARKETis 
YOURS for the SELLING 
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Retail Grocery Sales_.$ 166,118,000 
Gross Farm Income.___$1,107,982,000 
(Sales Management) 
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Che Sioux City Journal 
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Auction: Answer to Used Car Jam? 


Walk or drive along South Broad 
Street in New Orleans any Tuesday 
night from 8 p.m. until shortly after 
10 p.m. and you'll hear something 
along these lines coming over loud 
speakers put in front of the R. Jf. 
Young Motors Co., Dodge-Plymouth 
dealership: 

“And here, ladies and gentlemen, 
is a real blue I bbon R. - Young TV 
spe ial. A 1948 Dodge. It’s been 
completely reconditioned right in ou 
own hops. Look at. the spotless new 
pl Ci ers, the good § fires. 
| p tl od and see the motor. 
Ti n on the 
purr. This cay 


nition and listen to it 
s guaranteed, not ten 
days, not twenty, but just like a new 
car. And that’s not all. If you’re not 
happy right after you buy it, anytime 
within two days you can return it and 
we'll refund your money. Every penny 
of it. Now who is going to start the 
ball rolling to buy this fine bargain ? 
Do I hear eight hundred? That gen 
tleman in the white shirt says seven 
forty. Seven-forty. Who'll make it 


seven-seventy-five ? 


It's a Current Problem 


This is one big dealer’s answer to 


a current problem affecting every 
manufacturer of auto components as 
well as the large auto makers. Detroit 
plans to turn out from five to six 
million new cars this year. Thousands 
of dealers over the country will be 
expected to sell them. Lively compe 
tition has already developed, of a 
type not seen in the automotive field 
in many years. In this competition, 
bigger and bigger trades are 


g being 
given for old cars. 


Use the 
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And those trade-in used cars are 
piling up. If the dealers cannot move 
them, they'll find 
the ever-increasing stream of new 


it tough to move 


models rolling into their showrooms. 
The toughest part of this year’s auto- 
motive problem, most of them agree, 
is not selling in the showroom but on 
the used car lot. 

R. J. Young studied the auctions 
conducted for used car dealers. Why 
not an auction of his own, he rea- 
soned, open not to the second hand 
dealers but to the public, and con- 
ducted not by a wholesaler but by a 


dealer ? 


Television Auctions 


Thev’re called ‘Television Auc 


That’s because the cars are 


tions. 


idvertised and pictured on a regular 
Sunday evening news telecast spon- 
sored by the Dodge-Plymouth dealer. 
The public is invited to come down 
the following Tuesday night to bid 
on the cars shown. Most weeks, a 
single new car is auctioned to the 
highest bidder along with four to five 
used cars and trucks taken in trade 
then reconditioned in the R. J. 
Young service department. 

Is this the answer to the problem? 
answer,” Mr. 
Young stresses, “but we feel that the 


‘There’s no. single 
only way to sell used cars—or pota 
toes for that matter—is to go out and 
sell them. That is what our weekly 
Television Auctions are doing.” 
Young is frequently asked whether 
the auctioned cars bring a higher or 
on the average than 
they would on the lot. “That's hard 
to say,” he answers, “and many fa 


lower price 


Sales Offices’ New York. Cleveland. Chicago, Topeka. Los Angeles and San Francisce 


issourl 
uralist 


tors besides price itself enter into 
whether a program like this is success- 
ful or not. 

“Used cars are worth what the 
public will pay for them, no more and 
no less. So there is no exact yardstick 
against which I can measure the aver- 
age bid price against the probable sell 
ing price on our used car lot. 

“However—and bear in mind this 
isn’t an exact figure—I would say 
that the auctioned cars usually bring 
less than comparable cars sold on our 
lot. That 


how Cver, 


isn’t the big consideration, 
in deciding whether we've 
found a hit in this idea. For the auc- 
They 


aren't accumulating in our inventory. 


tions are selling used cars. 
This is a time when trade-ins aren't 
easy to move anywhere in the country. 


Bring Good Prospects 


“Then there is another angle to the 
auctions. That’s whether they do a 
job of making the public conscious 
of our name and whether they bring 
us good prospects for cars other than 
those being auc tioned, There is a 
pretty good answer to that every 
Tuesday night, when the auctioneer 
plays to a packed house. On the streets 
outside, there’s hardly a parking space 
and cars frequently stop and double- 
park to watch the proceedings through 
our wide glass front.” 

Trade-ins are accepted at the car 
auctions just as they are on the lot or 
in the new automobile showroom. To 
speed things up and avoid any poten- 
tial disagreements after a price deal 
has been concluded, customers are re- 
quired to have their cars appraised 
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before the auction begins. Actual sell- 
ing starts at 8:15 p.m., but the show- 
room is open hours earlier. 

During this pre-auction period, cus- 
tomers can not only have cars ap- 
praised for possible trade-in value, 
but they can look over, sit in, race the 
motors of and otherwise examine the 
cars to be auctioned. The auctions are 
held in the new car showroom, not 
on the lot. It is cleared early to make 
room for the auction specials. Financ- 
ing is exactly what it would be on 
any other sale. It’s arranged right on 
the spot, 

The single new car is put up each 
week not so much to “sweeten the 
pot,” Mr. Young stresses, as to de- 
velon new sales. 

“It brings people who are inter- 
ested in new cars,” he explains. “They 
talk to the salesmen, learn the points, 
and _ not-so-incidentally usually leave 
their names. As good prospect leads, 
those name lists pay off. And not only 
in selling new cars, but used cars as 
well. Frequently, a man and wife 
who want a new car, can’t quite 
afford it and hope to get one under 
the list. (it frequently happens ) at 
tend the auctions. If the bidding on 
the new car goes bevond their limit. 
thev’ll stroll out to the lot and look 
at better used cars. In a majority of 
cases, this tvpe of prospect will end 
up buying a late model used car that 
fits his purse.” 

Mr. Young Ss parti ular about one 
point in the running of his Television 
Auction. “No rigged deals,” he says. 
“By that I mean we have no bottom 
price. Theoretically, if the best bid 
were five dollars, the car would go 
for that. In practice, of course, noth 
ing so drastic occurs. We insist on 
that rule of no starting price of a 
phony first bid. The public would 
catch on. For a deal like the Tele 
vision Auct on to go over, it has to 
be completely aboveboard. Ours iS. 


” 


COMING SOON 
in Sales Management: 


“Industry's Jinx Routed: Pineapple 
Fights for a Comeback.” Everything 
happened to pineapples: war, 
drought, labor trouble. While adver- 
tising and promotion were suspended, 
other fruits and juices were taking 
more and more consumer dollars. 
Now the pineapple folks are back in 
the arena—fighting 
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IF you want sales 
youll GET them from 


The Los Angeles Evening 
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“Los Angeles' FIRST Metropolitan Newspaper” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Table Vill 
How the Family's Housing Condition Was Affected 


Number indicating a change in housing conditions 

Moving to larger house of apartment 

Remodeling present house 

Need extra bedroom; need more bedrooms; need larger house 


Building of buying new and larger home 
Other 


Number not reporting 


Table IX 


How the Family's Recreational Habits Changed 


Total 


Number whose habits are changed 


Have guests more often 
Do not entertain as much 
Do not go out as often 


Watch TV instead of going to movies 
Go to drive-ins = 


Miscellaneous 


Number of mothers not reporting a change 


Table X 


The Family's Insurance Coverage 


Number completing interview 
Hospitalization insurance 

Yes 

No 

Number of mothers not reporting 
Juvenile insurance 

Yes 

No 

Number of mothers not reporting 
Insurance providing educational benefits 

Yes 


No 


Number of mothers not reporting 


Table Xi 
Factors Affecting Planned Parenthood 


Number of mothers whose baby was planned 


Wanted to space children 

Just wanted childrin; wanted children early in life; time for another child 
Finances: husband's salary to improve 

Better housing; new home 

Wanted more than one child 


Wanted children to be companions; playmate for child 

Mother's health 

Wanted older child (or children) tu be independent; wanted children more self-sufficient 
Miscellaneous 


Number of mothers not reporting factor 


(Some mothers gave more than one factor so total exceeds 100%.) 


Babies Mean Business 


Continued from page 27) 


Purchases Abandoned 
Or Deferred 

Question: Were plans for pur- 
chasing some items abandoned when 
you realized you were going to have 
a baby? 

Answer: Here’s where we see how 
a new baby diverts the flow of family 
money, particularly from “capital 
goods”’ purchases for the home. See 
Table VII. The industries that suffer 
the most because of abandoned or 
deferred purchase: automobiles; fur 
niture; television; refrigerators and 
food freezers. 


Babies Need Room 

Question: How were your housing 
conditions affected by the new baby? 

Answer: See Table VIII. Houses 
just must grow along with families. 
Roughly half of the total number of 
families had to make housing adjust 
ments. 

Question: When were your hous- 
ing conditions affected ? 

Answer: Of the families that had 
to make housing adjustments, 17.7% 
said “immediately”; 31.1% — said 
“later.” 

Thus we see a close relationship 
between birth rate and potential de- 
mand for products entering into new 
home construction and remodeling. 


How Babies Change 
Recreational Habits 

Question: Have the family’s recre- 
ational habits changed since the birth 
of your baby? 

Answer: 65.5% said “yes”; 33.4% 


said “no.”’ Only 11 did not report. 
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IBM Cards used for this survey 
are available to YOU 
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Use them for fast, Ulddomidlic territory analysis 


By using only 


is only necessary to determine what factors 

combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 


details. 


cards your It 
particular sales territories, you can conveniently (or 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 


those contorming to 
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of IBM equipment, you can prepare them auto- 
matically right in your own office. 

More than 100 leading manufacturers and dis- 
tributors have adopted this new 
setting scientific sales quotas. 


approach to 


For further information on how to use the Sur 
very of Buying Power on IBM cards, write o1 
phone Dr, Jay M. Gould, MARKET STATIS 
TICS, INC., 432 Fourth Avenue, New York 16, 
N. Y. (Telephone Mu. 4-3559). 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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ASK ME FOR A 
COPY OF OUR LATEST 10 WEEK 
GROCERY STORE INVENTORY 


"Bayonne cannot be sold from the outside"’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
BOGNER & MARTIN 


Nationally 
Represented By 


SALES MANAGER 
WANTED 


Nationally - known organization 
that manufactures plastic extru- 
sions wants man to head sales 
department. He will be responsi- 
ble for establishing sales policies 
and must be qualified to sell 
himself. Experience in selling 
plastic or rubber extrusions to 
electrical appliance or automo- 
tive industries is important. 

Here is a job for a man of 
mature experience who wants to 
grow. Substantial salary now, 
with even larger return if per- 
formance so warrants. He can 
help build his own future. 

Send complete resume, past 
experience, business connections 
and other information you be- 
lieve will assist us in making our 
decision. Replies held in full 
confidence. BOX 2963 


Picture Postcard Promotions 
Prove Profitable! 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain on 
location photos, case histories, stories and re 
leases 


For more information write or phone 


SICKLES PHOTO-REPORTING aw tones 
38 Pork Place, Newark 2, N. 


Opinion, Inc., Toledo, O. 


its operation. 


consumer preferences. 


age of the child. 


The Survey Technique 


The survey on health precautions and purchasing habits of mothers 
which appears in this issue of SALES MANAGEMENT was con- 
ducted exclusively for SALES MANAGEMENT by National Family 


This research organization maintains statistically balanced panels 
of 1,000 families each throughout the nation which are the basis of 
The more-than-thirty-thousand families who partici- 
pate in the various panels are not paid for their cooperation. Typical 
of the research projects National Family Opinion is called on to 
carry through in behalf of manufacturers and advertising agencies 
are inquiries into such subjects as brand usage, buying habits and 


The survery reported in this issue was based on returns from a 
statistically balanced panel of 1,200 mothers, equally distributed by 
Pregnant women could answer so few questions 
that these interviews were excluded. There were 995 replies. 

Mothers were asked to answer questions as they applied to the 
latest child, 24 months or younger. 

This panel, like all other N. F. O. panels, is balanced by geographic 
areas, population densities, age groups and income groups. 


For the directions of these changes, 
Table IX. 
Well, here’s at least one explana- 
tion of why business is falling off at 
motion picture box offices! 


All About Insurance 

Question: Does your family have 
hospitalization insurance? Does the 
baby have any juvenile insurance (to 
establish a savings fund, a fund for 
education, etc.) ? Does your husband 
have insurance which provides educa 
tion benefits for this child in case of 
his—the husband’s—death ? 

Answer: See Table X. Greatly in- 
creased popularity of juvenile policies 
shows up here. 


Planned Parenthood 

Only 49 out of 995 mothers failed 
to answer the question, “Was your 
baby planned?” Out of the 946 ba- 
bies, 42.4% were planned. See Table 
XI for the factors that entered into 
the planning. 

There's an age factor in baby- 
planning, too. Of the mothers in the 
20-24 age group, 40.9% had planned 
babies; in the 25-34 age group, 
45.6%; in the 35-44 age group, 


32.3% 


Help for Mother 

Question: Do you have any book 
(or books) on child care in your 
home ? 

Answer: Mothers are sold on self- 


education and self-help in taking care 
of their babies. The 995 reporting 
mothers listed the names of 114 such 
books they own. Better than 8 out of 
10 mothers own at least one child 
care book. Out of the owner-group, 
7 out of 10 refer to such book(s) 
very often or occasionally. 

Most frequent reference is made 
to the following subjects: Illness, 
36.4%; child’s action-habits for 
age, 33.59%; formulas and feeding, 
28.7%: symptoms of illness, 20.7%. 

A corollary question asked the 
mothers about information for which 
a doctor was consulted regardless of 
the ownership of a baby book. Most 
frequently mentioned subject: Feed- 
37.7%; illness, general 


50.4%. 


ing problems, 
medical advice, 


Supplementary Data 

Because of space limitations, some 
information was developed in this 
survey which cannot be included in 
this summary. Additional data are 
available on the following subjects. 
They will be supplied on request to 
SALES MANAGEMENT'S editors. 

How many of the babies were in- 
oculated for disease, and for what 
diseases ? 

Brand names mentioned on pur- 
chases of apparel 
products. 

List of books on child care men- 
tioned. 

Age-group breakdowns on medical 
questions. 


various wearing 
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More than 6,000 


of our employees 


are now participating wa 


MELVIN H. BAKER 


Chairman of the Board, National Gypsum Company 
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“The Payroll Savings Plan for Bonds provides a convenient and profitable way 
for America’s wage earners to save. Millions of Payroll Savers have become proud 
owners of homes purchased with Bonds bought this way. It also helps our national 
government with its problems of managing the public debt. We in National Gypsum 
urge the stimulation of the Payroll Savings Plan and are proud to report that more 
than 6,000 of our employees are now participating.” 


Here’s another suecess story of a person-to-person 
canvass: 

In the Wahoo (Nebraska) ordnance plant of the 
National Gypsum Company, employee participation in 
the Payroll Savings Plan was a very low 1.73%. 

In September of last year, with the whole-hearted en- 
couragement of top management, the 3,000 employees 
of Gypsum’s Ordnance Plant organized to conduct a 
person-to-person canvass to put a Payroll Savings Ap- 
plication Blank in the hands of every employee. 

90% of the employees signed up in the opening days 
of the campaign. By September 12th, employee partic- 
ipation was 93.707. On October 2nd, participation was 
almost 97% —and still going up. 

To quote from National Gypsum’s printed report of 
the Payroll Savings campaign: 


¢ “Did we use fancy charts! Did we use advertise- 
ments? Did we have long-winded meetings. Did we 


give prizes for production? The answer is No! We put 
the proposition squarely to the people, and we reported 
to the people once a week in bulletin form to let them 
know where they stood in relation to other depart- 
ments as well as to the plant total. Once the spirit of 
competition and teamwork caught fire, once it became 
a matter of personal pride: a successful conclusion was 
only a matter of time and effort,” 


Justifiably proud of its sponsorship of the Payroll 
Savings Plan and the 97% enrollment of its employees, 
National Gypsum Company prepared a very interest- 
ing folder, “Bombs and Bonds for National Defense. 
The Savings Bond Program of the National Gypsum 
Company.” Savings Bond Division, U.S. Treasury De- 
partment, Suite 700, Washington Building. Washing- 
ton, D.C., will be glad to send you a copy. Read how 
easy it is to build your Payroll Plan to 90% or more 
participation, 


The United States Government does not pay for this advertisement. It is donated by this publica- 


tion in cooperation with the Advertising Council and the Magazine Publishers of America, 
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Booklets, Surveys, Market Analyses, Promotional Pieces 


and Other 


The Greater Omaha Market: 
Ninth annual consumer analysis com- 
piled and published by The Omaha 
World-Ilerald, using the Consoli- 
dated Consumer Analysis method of 
market survey originated by The Mil 


u auke ‘ 


Literature Useful 


to Sales Executives 


ucts; vacations; women’s girdles; 
wine and liquor; home heating; elec- 
trical appliances; TV sets owned; 
sewing machines; mechanical water 
softeners; power lawn mowers; lawn 
seed; painting of houses outside and 


the bulk ot the business is transac ted; 
trade channels; principal buying tac- 
tors in hotels; the best time to call 
on restaurant executives; what man- 
agers and chefs want to know about 
equipment. Write to Pat Pompilio, 
Promotion Manager, Ahrens Pub- 
lishing Co., Inc., 71 Vanderbilt Ave., 
New York 17, N.Y. 


How to Appraise or Plan a Re- 
search Study: A guide published 
by Advertising Research Foundation. 
It is in the form of a check list or 
brief statement of criteria rather than 
a set of standards. Instead of in- 
dicating what must be done to pro- 
duce valid research, the criteria in- 
dicate the points where inspections 
should be made and the type of ex- 


Journal and now being used in. Write to FE. T. McClanahan, amination which will properly test 
by 17 major newspapers in leading Sales Promotion Manager, The Om the validity of that particular seg- 
markets throughout the country. It aha World-Telegram, Omaha, Neb. ment. “They are intended primarily 
is a study of buying habits, brand for quantitative studies 
based on samples of prescribed popu- 
Under what conditions was 
the study made? Has the question- 
naire been well designed? Has the 
interviewing been adequately and _ re- 
liably done? Has the best sampling 
plan been followed ? Has the sampling 
plan been fully executed? Is the 
sample large enough? Was there 
systematic control of editing, coding 
and tabulating? Is the interpreta- 
16 billion tion forthright and logical? Write 
include to to E. F. Herrick, Advertising Re 
search Foundation, Inc., 11 W. 42nd 
St., New York 38, N. Y. 


consumer 
preferences, ownership and store dis 

tribution. The cities of Omaha, Neb. Restaurant and Hotel Market 
and Council Bluffs, la., comprise the for food service equipment and _re- 
area surveyed by Consolidated Con- frigeration: A study made by Manu 
Analysis. | Approximately 12 facturer’s Service and Research, a 
miles by 10 miles, the area has a division of Ahrens Publishing Co., 
population of 303,767. Data include: Inc. Combined, the restaurant (in 
family analysis (people in the home, cluding 
family job an- restaurants) and 
alysis, banking services, family grocery 
habits, 
owner or renter) ; 


lations: 


sumer 


commercial and industrial 
hotel 
a total sales volume in 
exceeded $10.6. billion. 
annually between 15 and 
meals. Data in the study 
tal restaurant and hotel market; the 
important part of the market; where 


business had 
1952 which 
They serve 


age groups, income, 


buying evening shopping, 


homes food prod 
ucts and brands purchased; house 
hold products; drugs and _ toiletries ; 


smoking supplies; automotive prod 
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Industrial sales rose in May to 26.3 billion dollars or 13.1 billion but the indications in the past two months are that no further 


in terms of 1939 prices, thus marking the sixth consecutive month gains may be expected, particularly over the summer months. Auto 
of the current industrial expansion which began last Fall. and steel shipments remain as the key indicators to watch for signs 
Unit volume of manufacturing sales is now at an all-time peak of a tapering off. 
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Moore Publishing Company 
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Service Co., Inc. 
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Agency: Al Paul Lefton Company 


New York News 
Agency: L. E. McGivena & Company 


New York Times ... 
Agency: Royal & DeGuzman 


Daily Oklahoman & Times - 
Agency: Lowe Runkie Company, 
Advertising 


Orlando Daily Newspapers ... : 
Agency: Robert Hammond Associates. 


Pacific Northwest Farm Quad . bis 
Agency: Adolph L. Bloch, Advertising 
Agency 
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Agency: Harris & Bond, 
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Agency: Leeford Advertising 
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San Diego Union & Tribune Sun 
Agency: Barnes Chase Company 


Sawyer's Inc. 
Agency Carvel, Nelson & Powell 
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phraim Holmgren Advertising 


Seventeen Magazine 
Agency: Al Paul Lefton Company 


Sickles Photo Reporting Service 
Sioux City Journal & Tribune 
Speed Address 


Standard Outdoor Advertising, Inc. 
Agency: Donahue & Coe 


Stee! . 
Agency Beaumont Heller & Sperling, 


Strathmore Paper Compony 
Agency: Abbott Kimball Company, 


Successful Farming ews 
Agency: L. E. McGivena & Co, Inc. 


Sweet's sng og | Service 
Agency: The Schuyler Hopper ‘Co. 


Thomas Publishing Company 
Agency: W. N. Hudson 


J. Walter Thompson Co. 


Town Auto Rental ... 
Agency: W. S. Roberts, Inc 


Troy Record Newspapers 


United Van Lines 
Agency: Stanley L. Cahn Company 


WH O (Des Moines) , 
Agency: Doe-Anderson Advertising Agency 


WN BO (Chicago) ... 
Agency: J. Walter Thompson Co 


W S J S (Winston-Salem) ; 
Agency: Bennett Advertising Inc 


W TAR (Norfolk) 
Agency: Evans & Associates Advertising 


Worcester Telegram Garette . 
Agency: C. Jerry Spaulding, Inc 


Young & Rubicam 


Zippo Manufacturing Company 
Agency: Geyer Advertising Inc 


Sales Manager For 


Nationally known concern manufactur 
ing waste receptacles. EXPERIENCE 
and proven results necessary in same or 
closely allied fields. Address —_ 
including complete history to P. O 
Box 226, Dept. 6., Church Street Sta 
tion, New York 8, New York 


SALES EXECUTIVE 
WANTED 


By one of the nation’s fastest 
growing companies to supervise, 
recruit and train aggressive sales 
force. Must be man who can in- 
spire and maintain enthusiasm 
in direct-selling crews. Must 
have proven sales record. Ex- 
perience in selling intangibles 
desirable, Headquarters in large 
Southwestern city. $12,000 an- 
nual guarantee. Right man can 
make $25,000. Send resume of 
experience and photo to Box 
2964. Sales Management. 


The season suggests a Capsule 
Caricature: “She was wearing a hub 


cap ot white straw.” 
* 


The call-letters for the radio in the 
prowl-car assigned to George Collins, 
of Fond du Lac, Wis., are “K-9,” 
George is the city dog-catcher. 

= 


The “alligator finish” on Samson 
ite Luggage was the finish of some 
alligator all right. 

a 


Switcheroo by A&P Coffee: “Gra 


cious Goodness.” 
- 


De Vilbiss Sprayers tell you to 
Take the pain out of painting!” 


ur 


Writes Allan Hovey, Sr., copy- 
chief of  Philadelphia’s Doremus- 
Eshleman agency: “Beg proudly to 
register with ‘THT and his Scratch 
Pad, Allan, Jr.’s, headline for the ad 
of his American Committee = on 
United Europe appearing in the New 
York Times, to wit: ‘Don’t let 
Georgi do it’!” 


“Yours very coolly!” carols Flor- 


sheim ventilated shoes. 
« 


nir— ‘Who is the Premier of 


Burma?” 
wit—'‘l thought U Nu.” 


2 
Around the office, they called him 


“Shampoo” because he got in your 
hair. 


7 
Theme-song for a baby: ‘Thanks 
for the mammaries.” 
7 
WCAU's John Trent, doing a 
candy commercial said: ‘“You won't 


find a better bar anywhere.” Jack 
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By T. HARRY THOMPSON 


Lutz, historian of the Poor Richard 
Club, thinks he knows several. 


The same correspondent reports a 
sign at Schrafft’s, reading: ‘Lamb 
Stew—with new vegetables.” His re- 
action: “Same old lamb, eh?” 


Rusco advertises “The window that 
enables you to give peak value at a 
saving in construction cost,” and R. 
H. Perry feels sure they mean “peek 
value.” 


made those red 


Dad—‘‘What 
marks on your nose?” 
College Son—*‘‘Glasses.”’ 
Dad—‘‘How many?” 
Orlando Sunday Sentinel-Star. 


Incidentally, when water tastes like 
gasoline and white lights have a vel 
low glare, vou’re hung over like a 
balcony. 

7 


Add similes: “He was higher than 
the cost of living.” 


FAILURE: The line of least per 
sistence.—The Country Drummer. 


Rhythm Section: “Better by far for 
every car, regardless of make or year.” 
Champion Spark-Plugs. 
. 


I thought my 10-inch TV set was 
a peep-show, changed to one with a 
16-inch screen. Now that looks small. 
I call it my Marmo Set, because the 
creatures on it are the size of marmo- 


sets. 
” 


Reader Homer Smith, former di- 
rector of product-information, Na- 
tional Stationers Association, Wash- 
ington, D. C., is now sales-education 
director of Ditto, Inc., Chicago. 


Incidentally, I don’t imagine Ditto 
ever talks about “duplication of 
effort.” 


Aside to Jim Legg of St. Louis: 
Check! A bore is one whose short- 
comings are his long sayings as well 
as his long stayings, as quoted here. 


Columnar Graft Dep’t: My thanks 
to Larry Kraft, v-p in charge of ad- 
vertising, Paper-Mate, Culver City, 
Calif., for the two sample pens, one 
in jet and one in chocolate. 


Believe-It-or-Not Dep't: In Orlan- 
do, Fla., there is a ‘Good & Bad 
Self-Service Store.” 


It isn’t easy, that I know; 
But still you ought to try it: 
If you can’t say good 
Of some poor Joe, 
Perhaps you could 
Keep quiet! 
—Pause. 
* 


The promotion department of 
Time had fun with “The Truth 
about Flying Saucers, or Success on 
Arcturas.”” Humorous and carried a 
sales-punch, too. 


‘A philosophic mother in San Fran- 
cisco, who gave birth to her fourth 
child, cheerfully informed a_ local 
newspaper columnist that it was all 
‘working out beautifully. Now we 
know what to do with the other half 
of the grapefruit’!’—The American 
Magazine. 


They say a big midwestern city 
has more TV sets. than bathtubs. 
Some people would rather watch than 
wash. 


Rochester’s Fred Dewart wishes to 
amplify a Nit & Wit exchange here. 
He thinks the qualifications of a Big 
Shot are: 1. Write your name so no 
one can read it (as we said); 2. 
Always carry a briefcase; 3. Make a 
mistake costing your employer muchi- 
simo dinero; 4. Never waste time 
washing your hands before leaving the 
little bovs’ room, 


According to Standard Time, a 
southern supply company advertises 
its bathrooms with a _ soap-opera: 
“The wife’s other John.” 
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all abes cod Mere candle Sell (etter cee 


Like to bring extra sparkle to a model-builder’s 
eye? Of course you would. Then package model, 
accessories, and tools in crystal-clear, color-true 
Kodapak Sheet. This tough, transparent material 
protects metals from dirt, dust, and corroding 
finger moisture ... makes all merchandise look 
sell better. 


And that’s not all: Because Kodapak Sheet is 


better 


uniform in gauge... Because it comes free from 


bubbles and surface defects, it is economical to 


KKodapak Sheet 


“Kodapok”" is a trade-mark 


work with, allows the package manufacturer to 

offer maximum values. 
For further information—colors, types available, 

names of specializing firms——consult our repre- 


sentative or write: 


Cellulose Products Division 
Eastman Kodak Company 
Rochester 4, New York 


Sales offices: New York, Chicago, Dallas 
Sales representatives 

Cleveland, Philadelphia, Providence 
Distributors: 

San Francisco, Los Angeles, Portland, 
Seattle (Wilson & Geo. Mever & Co.) 
Toronto, Montreal (Paper Sales, Lid.) 


First in Chicago in 
seneral grocery advertising! 


General grocery advertising expenditures 


$3,378,685 
49.1% 
Chicago Tribune 


$1,441,051 
20.9% 
Chicago Paper B 


placed in each Chicago newspaper 
YEAR 1952 


$1,435,161 $623,990 
20.9% 9.1% 
Chicago Paper C Chicago Paper D 


In 1952, general grocery advertisers placed more of their promotion funds 
in the Tribune than in any two other Chicago newspapers combined! 


THE CHART above sets out some facts which you will 
want to keep handy when you plan your advertising to 
get more sales. It shows how grocery product advertisers 
rate the selling power of Chicago newspapers. 

As shown, they placed more of their 1952 expenditures 
in the Chicago Tribune than in any two other Chicago 
newspapers combined. The Tribune’s lead over the second 
Chicago newspaper was more than $1,900,000.00. 

This leadership of the Tribune is based on the experi 
ence of hundreds of advertisers who prefer the Tribune 
because it helps them sell their merchandise faster and 
in greater volume. 

Because it reaches Chicago’s largest and most respon- 


sive market for merchandise, the Tribune can help you 
get more sales out of every dollar of your Chicago adver- 
tising investment. 

The people whose buying attracted over $3,378,000.00 
in general grocery advertising to the Tribune last year 
are the people you want to sell. They are the people who 
buy the bulk of the products sold here 

If you want more business, put the greater selling 
power of the Chicago Tribune to work for you. Ask a 
Tribune representative to help you lay out a program of 
advertising to increase sales and build a strong consumer 
franchise for your brand in the Chicago market. Why not 
call him now while the subject is fresh in your mind? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


